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Sell ‘The Vagabond King’ NOW! 
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Publix Theatres Corporation, Paramount Building, New York, Week of January 10th, 1930: 
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IGH PRESSURE DEMANDED 


IN DELUXE SHOWMANSHIP 


PUBLIX MACHINERY WHIRLS 
TO PUT SELLING PRESSURE 


MR. KATZ TO CONCENTRATE PERSONAL 


ATTENTION ON ALL LARGE THEATRES — 
TO STABILIZE PROPER WEEKLY GROSS 


Taking the close supervision of all of the Deluxe theatres in Publix as a particular task of 

his own, Mr. Katz today advised PUBLIX OPINION that he intends to assure himself that 

Acting upon a suggestion from Messrs. Katz and Demboy, | these theatres will keep the weekly grosses in an evenly ascending curve, rather than in the 

every department in Publix is already functioning to make each| haphazard, zig-zag line shown on oe ee eos ; : : 

engagement of “The Vagabond |: f ie theatre that can fluctuate from $18,000 to $35,000, or 

King” ied Ghdee Guistanding Ot 20 NAA from $45,000 to $75,000, is in serious need of attention that will 
LET’S PAY OUR DEBT! 


any product that has ever played lift up the average. — 
in a Publix theatre. “T am not criticising anyone, but I do intend to see to it that 
iti : the organized-thinking and co-operation that is necessary, is 
In addition to all of the great “T am tremendously pleased by all the activity I see in S 8 Pp y; 
Publix this far in advance of the opening playdates of ‘The 
Vagabond King’,’’ Mr. Katz declares. 


many things that are now being immediately applied to each of these theatres. 
“For the splendid product that Paramount has given Pub- 


done by the Paramount organi- “In Greater New “York, 
lix in the last three years, and particularly since the start of Reco rds Crash 


zation to sell “The Vagabond where the theatres get the 
King” in advance to the public, benefit of ideas, corrections, 
the talking screen era, I feel that) Publix and everyone in the 
Publix organization owe a debt of gratitude. We can pay this In Last Week 


BEHIND ‘VAGABOND KING 


As a mark of appreciation to the entire Paramount organiza- 
tion, Publix showmen, thru Mr. Katz, have undertaken the job of 
creating gross box-office records that will stand for all time, on 
“The Vagabond King.” 


showmen in Publix expect to and observation from a great 

exert selling pressure that has debt of gratitude to Paramount by taking its complete product many home office officials, in- 

never before been known in and giving it the kind of showmanship and selling effort that telligent pressure 1s exerted 
: it deserves. 


show-business. each week that makes for the 
The Paramount organization is “In the case of ‘The Vagabond King’, Paramount has given best results. The same holds 
us an attraction that has never been equalled and probably 


using an exceptionally intensive true in Chicago and Detroit 
will never be surpassed. For this reason I want an unbeatable 8 * 


national cam- é 
paign of display gross record established in every city for ‘The Vagabond King’. where there 1S a large number 
of Publix theatres in each city. 


ILL UAAUT 


IANA 


Read Mr.| advertising in ay want the kind of box-office record that looms up in = Every kind of record that could cies 
Katz’ com-| ™agazines, radio, staggering figures and extended runs. =|be broken, went to smash during In the cities where we only 
mont on| UCveDapers: and “If I can present such a report from every Publix town =|the final week of the year just|have one de luxe theatre, the 
on billboards. In|= to the men in the Paramount organization from Publix, we = | passed, throughout Publix. figures tell me the story that 
The Vaga-| addition, the Ad-|= will have not only repaid our obligation, but will have en- =| Apparently, everyone in Publix] oftey turning in a bi k, th 
pond King’| Sales department|= couraged them to future efforts that) will carry Paramount and =j|theatres not only wound up their ar tel TEDINS tt bie Ce ae 
exploitation| has prepared an/ Publix leadership to still greater heights.” __|December Drive with the idea of Lacey Sean oe bet 
unusually attrac- | = ={turning in the Grea r fie ntil ano 1 rac- 
ee Be ad- tive and alluring El UIA Month of Publix pe nye pei ae cee coe ee 
joining col-| supply of ticket- but they decided to-add the extra’ iar i : 1 f 
umn. sales accessories. flourish of piling on a week of uring these spells of re- 


Aided by every 
person in Para- 
mount and Publix who can con- 
tribute anything in the way of 
advance material, ecaramount is 
issuing a special press book that 
is bursting with ideas, copy and 
suggestions that are designed to 
enthuse every community. 
- Radio Hour Plugs 

-Newsreel subjects and one of 
the most compelling advance-trail- 
ers that many experienced show- 
man-minds could produce, are add- 
ed helps. The Paramount-Publix 
radio hour will plug the picture 
a half-dozen times, using both 
Dennis King and Jeannette Mac- 
Donald, the stars. 

Despite the exceptional ticket- 

(Continued on Page Two) 


80-91-06 OBS 61-O 6+ OOS Or-S Gr SOO O:-SO+ 
Where?? 
ae 


Where are those Scrap- 
Books from your town on 
the DECEMBER DRIVE? 
Get them in, sure, — and 
soon!!! 
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DIVERSITY IN ENTERTAINMENT 
KEYNOTE OF NEW PRODUCTION 
PROGRAM, STATES MR. LASKY 


“There will be no story trend in 1930 talking pictures. 
“The combination of color and sound on one strip of film was 


the greatest technical advance- 
ment during 1929.” 

Those statements were made 
by Jesse L. Lasky, first vice- 
president in charge of produc- 
tion for Paramount Famous 
Lasky, in a discussion of accom- 
plishments, plans and develop- 
ments in the picture industry. 

Amplifying his statement 
anent trends, Mr. Lasky said: 

“Variety is the keynote of 
showmanship success. The pub- 
lic wants diversity in entertain- 
ment, and that is what the public 
will continue to get. 

The coming of sound has 

(Continued on page Six) 
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Bound Volumes! 


These bound volumes of 
all back issues of PUBLIX 
OPINION are available 
ONLY to Advertising and 
House Managers of Publix 
Theatres, and Publix Home 
Office and Field Executives. 
They will be sent without 
cost, postpaid, to district 
managers for distribution. 
All requests for same must 
be made BEFORE FEBRU- 
ARY 1. District Managers 
should send in their list of 
requests at once. 
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astonishing business. 

With other cities reporting in 
proportion to population, an idea 
may be had from New York figures 
of how the year ended for Publix. 

Here are a few of the crashing 
records that were turned in: 

N. Y. PARAMOUNT. 
With “Pointed Heels’ and 

Ash, this theatre took in $20,- 

165 in one day, starting at 

10:30 a. m. and running over 

New Year’s Eve, until 4 a. m. 

This broke the daily record for 

this theatre. 

The gross for the week was 
$94,000, which broke the pre- 
vious weekly record, which was 


(Continued on Page Two) 


New Publix Theatre 
To Open in Buffalo 


Publix acquires another theatre 
with the opening, January 11, of 
the new Seneca Theatre in South 
Buffalo, New York. It will ope- 
rate under a straight sound policy 
with the Shea Operating Corpora- 
tion in immediate control. 


The theatre, which has a seat- 
ing capacity of about 2,000 is in 
a residential district. 


laxation, average pictures suf- 


(Continued on Page Two) 
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Important! 


Paramount’s contract with 
Rudolph Friml, musical com- 
poser of “The Vagabond 
King”’ contains an agreement 
that it will not print or pub- 
lish the song “If I Were 
King”’ in connection with the 
picture and no mention of 
the production in connection 
with the said song is to be 
made. 

Publix showmen should be 
extremely careful to follow 
this agreement to the very 
letter and see to it that no 
reference whatsoever is made 
to the song in question in 
advertising, publicity stories, 
posters, heralds, radio, or 
any other medium. Failure 
to do so might result in 
grave consequences.. 

A. M. Botsford, 
General Director of Advertis- 
ing and Publicity. 
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— High Pressure 
Showmanship 


Demanded 


(Continued from Page One) 
fer more than they would 
otherwise. Nothing is done to 
build them up. 


“To overcome this situation, I 
am going to see to it that a weekly 
resumé of the activity of each de 
luxe theatre, is circulated among 
all other de luxe theatres — 
whether they are houses that play 
stage-talent, or not. With the in- 
formation at hand that shows 
what other theatres are accom- 
plishing, I expect an immediate 
improvement, and Division Direc- 
tors will watch carefully to. see| 
that improvement occurs. 


Plan in Advance 


“Of course I know that man- 
power cannot continue forever at 
a breathless pace. However, it is 
possible to plan far enough in ad- 
vance so as to be able to organize 
each week’s activity, with a def- 
‘inite person assigned to specific 
responsibilities. 


“T expect to hear immediately 
that the managers in charge of the 
Metropolitan theatre in Boston, 
the Toledo Paramount, the Buf- 
falo, Denver, Minneapolis, Des 
Moines, Omaha, St. Louis, Indian- 
apolis, Dallas Palace, San Antonio 
and New Orleans theatres are go- 
ing in for better and more attrac- 
tive lobby-selling, such as improve- 
ment in poster displays, and in 
livd lobby-talent. I want to hear 
of ticket-salesmanship for average 
feature pictures that actually re- 
sulted in building up grosses. 
want to see the improvement in 
program-plotting that thoughtful 
attention to proper use of ‘‘shorts’’ 
or special added attractions, can 
produce. : 


“There is a wealth of informa- 
tion, advice, and help available to 
the manager of every Publix thea- 
tre. If proper advantage is not 
‘taken of this opportunity, it is the 
fault of the theatre manager. His 
program should be completely 
plotted a month in advance, and 
then carefully checked up to see 
whether it contains all of the 
drawing-power that it should. 
Then its selling-angles should be 
carefully studied, and every effort 
made to see that the entire com- 
munity is excited by the feeling 
that they cannot afford to miss 
that show. When I point this out, 
I mean that it is to be a regular 
weekly procedure—not a phenome- 
nal splurge one week, and a period 
of slumber for the next two. 


Steady Patronage 


“T have taken it as a special 
duty to personally check into the 
activities of each of these de luxe 
houses, every week, and I intend 
to continue it, because I know that 
when these operations get on an 
organized basis of steadily applied 
pressure, the public will quickly 
take it for granted that the best 
show in town is there. Patronage 
will come as a matter of weekly, 
and intensely interested habit, re- 
gardless of what the feature pic- 
ture happens to be. This steadily 
applied pressure accounts for the 
success of the de luxe theatres in 
Greater New York, Chicago, and 
Detroit, and it will account for it 
elsewhere if we apply it properly. 

“T want every de luxe theatre 


-. to send a weekly letter to PUBLIX 


OPINION, telling of plans and ac- 
tivities, so that the information 
may be quickly available to every 
other theatre. I want these let- 
ters to start at once, and to con- 
tinue regularly, regardless of 
whether they are printed or not.” 


Newspaper Goes for 
| Snowballing Party 


Houston, Texas, had its first 
snow in five years a few days ago, 
so the theatre staff took the en- 
tire stage show out into the street 
for a snowballing party and broke 
into every newspaper in town with 
unusual publicity pictures. 


t 
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BENEFITING IN A BIG WAY! 


Great big benefit shows for the poor of Chicago—and lots of the benefit in publicity for the theatre. This 

is the Publix-Balaban and Katz tie-up with the Chicago Herald and Examiner—and below are reproductions 
, of four free ads appearing in the newspaper four different days. If this can be a yearly feature in Chicago, no 
reason why it cannot be duplicated. Plan it now for 1930! 
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‘Vagabond King’ 
Campaign 1s 
Launched 


(Continued from Page One) 
selling advance effort the Para- 
mount organization is putting 
forth in behalf of ‘““The Vagabond 
King’, Publix is going ahead with 
its own plans in addition to every 
help that Paramount supplies. 


“The Vagabond King” is sched- 
uled to open on February 10th in 
Palm Beach, Florida, and at the 
New York Criterion. Two weeks 
later the key cities in’ Publix will 
get the picture. : 
’ Before that date, however, every 
Publix theatre will have been dis- 
playing for several weeks at least 
one lobby poster on ‘The Vaga- 
bond King’’, as well as a special 
locally made one-frame screen 
trailer. 


Broadcast Salutes 


At the suggeston of Mr. Katz, 
the famous Publix radio salute, 
whereby all of the local radio sta- 


‘tions in each city are induced to 
make tie-ups, will be carried thru. ! 


This will give the benefit of nearly 
two hundred local radio stations 
to the sales-pressure behind ‘‘The 
Vagabond King’’. Back numbers of 
PUBLIX OPINION (Vol. II, Num- 
bers 12, 13, and 38) outline the 
method. 


In order to more than make 
good on the desire of Mr. Katz to 
show Publix’ appreciation of Para- 
mount, a slogan that is going the 
rounds in every Publix city today 
is, ‘““We’re going to make ‘The 
Vagabond King’ the best adver- 
tised attraction that ever came in- 
to this territory’’. 


Besides the radio tie-up, careful 
advance study of still-photos will 
assure a great many tie-ups on 
merchant display advertising in 
newspapers as well as merchants’ 
windows. 


Many Music Aids 


The Publix Music Department, 
under the direction of Boris Mor- 
ros, has already launched its four- 
fold campaign. The first of these 
is to provide for advance use, a 
“Vagabond King’’ screen over- 
ture; others include a ‘‘Vagabond 
King” organ solo novelty, a 
“Vagabond King’’ stage band 
number, and ‘‘Vagabond King” 
sheet-music and record sales help. 
Appropriate advance announce- 


cotertainment of every kind! Come to this mammoth Mids 


Glt 


: ALT HEAT 


Full Page 


STE 


STUDENT 
ASSIGNMENTS 


TT 


The names of students at the 
manager’s school who had been 
assigned to their posts before the 
end of the course, and whose des- 
ignations therefore were not pub- 
lished last week, appear in the 
following. 


Harold Greenberg—Home Of- 
fice Booking Department. 
Cc. Galloway—Paramount 
Theatre, Brooklyn. 
Albert E. Palmer—Paramount 
Theatre, Brooklyn. 
Dixon Williams—Florida Thea- 
tre, St. Petersburg, Fla. 
Peter J. Levine—Olympia Thea- 
tre, New Bedford, Mass. 
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ments for each will be made lo- 
cally. 


With all of these fine efforts 
actually in progressive work to- 


day, everybody in Publix is con- 


fident that the expectations of Mr. 
Katz will be more than fulfilled, 
when he presents to Messrs. 
Zukor, Lasky and Kent, a tabula- 
tion of unbeatable gross records 
for every one of the four hundred 
cities. in Publixdom. 


Holman Explains 
Missing Scenes 
From Trailers 


A number of Publix theatre 
managers have written in to PUB- 
LIX OPINION asking why it is 
that after they have displayed an 
advance trailer showing scenes 
from a coming attraction, these 
scenes fail to appear in the print. 

Russell Holman, Advertising 
Manager for Paramount, advises 
PUBLIX OPINION thati this is be- 
causa the trailers, to be of service 
at all, have to be prepared far in 
advance of the release date of the 
feature. After the trailers are re- 
leased, elisions are frequently 
made from the picture, following 
previews and test runs. 


Biggest Pass for 
the Biggest Picture 


From Pittsburgh comes. the 
story of a manager who handed 
out press passes for ‘‘Show of 
Shows’? which were printed in 
poster type on sheets measuring 
29 x 15 inches. They were in- 
scribed ‘‘The biggest pass for the 
biggest picture.” : wae 
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Vagabond King’’! 


directors and radio artists. 
tunes broadcast as a ‘“‘salute’”’ 


tres in February. 


12 and 38. 


HULA 


BOX-OFFICE SALUTE! !! 


Mr. Katz wants a localized ‘‘national radio salute’’ for ‘‘The 


We've done it successfully on several occasions for various 
reasons—none of which offered the profit-possibilities, or the 
satisfaction that will come from wrecking records with Para- 
mount’s greatest record-wrecker. 

Effort could be made to contact all local radio performers, 
and get them to broadcast nightly or whenever possible, from 
now until March, the hit-songs of “The Vagabond King,” 
dedicating each broadcast to the stars of the film or to the 
local theatre where the picture will soon play. 


More than 25,000 Publix showmen, scattered throughout 
nearly 400 principal cities in the United States, ought to make 
considerable headway in requesting and getting the several 
hundred local radio performers to plug the two hit-songs. 
Thousands of advance radio “plugs”? daily, from now until the 
picture opens, should be felt at Publix box offices. 
everybody in Publix knows a few local radio station program- 
The principal effort is to get the 
‘to Dennis King, and Jeanette 
MacDonald, stars of the film, who will be seen in Publix thea- - 


‘Complete information on arranging local radio salutes may 
be found in the back issues of PUBLIX OPINION. Refer to 
your bound volume, or files. The “dope” is in Vol. IT, numbers 
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RECORDS CRASH. 
IN LAST WEEK 
OF OLD YEAR 


(Continued from Page One) 4 
$88,500, with ‘The Letter’’ and _ 
Vallee. : 


RIVOLI 4 


Starting at 9 A. M. the day 


preceding New Year’s Day and — 
ending at 7 A. M. New Year's — 
Day with George Bancroft in_ 
“The Mighty” with only 2000. 
seats grossed $12,421. Every _ 
record for the week was broken 
with a $77,200. gross as against | 
the previous house record of | 
$55,000. In all, Manager John 
Wright, announces, records for 
comparative daily business were — 
smashed for the entire week. _ 
CRITERION i 
Sixth week of “Love Pa-_ 
rade” broke daily records three — 
times during week, and house 
record for any week in house 
history. 
BROOKLYN-PARAMOUNT — 
‘“Pointed Heels,” Rudy Vallee 
show and Gene Dennis broke — 
net profit and paid-admission — 
records with $73,000, as against 
$68,000 several weeks before. 
Broke midnight show records—_ 
Managing Director Bob Weit-_ 
man also announced that the 
previous New Year’s Eve re-_ 
ceipts were exceeded by $4,700. ; 
RIALTO ? 
Manager Steve Barutio and _ 
his staff had previously wrecked | 
all possible records with a 
former attraction. On  the_ 
second week of record business _ 
- with “The Virginian,” he found 
that tying his records was a big 
job. By raising to the $1.50 ad- 
mission price, however, he got 
$11,500 on New Year’s Eve, and — 
turned in $48,000 for the second 
week of the attraction. E 
All of these shattered records 
were due to several influences, the — 
greatest of which was the advance 
planning and spirit of every mem- 
ber of each house staff. -Com-— 
petition, of course, was at its peak 
point, and good weather prevailed 
for everyone. 
“Spills” Provided % 
In every case, however, sched- © 
ules were arranged so as to get — 


a 


‘spills’ at needed hours; ushers — 


were constantly alert selling 
single-seats; every space that” 
could hold an extra chair, was 
covered by one. Hach theatre in- © 
creased its seating capacity any- 
where from fifty to 100 chairs, 
which multiplied into a most sat 
isfactory box office figure. : 
Extra shows were jammed into 


the daily schedules, and especial 
‘care was taken for added police © 


and fire protection, with both po- — 


lice and firemen carefully enthused 
‘so as to obtain their utmost co- 
‘operation. - 


Managing Director E. T. Leaper, 
explaining the phenomenal busi- 
ness at the New York Paramount, © 
paid a pretty compliment to Divi 
sion Director Feld, who had ar 
ranged a 60 minute feature pic- 


|ture, a 40 minute stage show, and 


a number of ‘“‘shorts’’ that made 
“Spills’’ frequent, and provided 
for an ideal program-plot. 
Check Turn-Aways 

“By bringing the first feature 
on at 6:22 p. m., on New Year’s 
eve, “‘spills’? followed in a manner 
as to get nearly all of the business 
that otherwisé would have been 
turned away,’ said Mr. Leaper 
“At 7:30 p. m., the admission 
price was raised to $1.50, and the 
surging: Broadway crowds paid it 
without a murmur. Profiting by 
last year’s experience, when nearly 
$3,000 got away from us, due to 
a7 p.m. feature and a 2 hour and 
27 minute show, we planned our 
program accordingly. For two 
weeks in advance, we had been ex- 
ploiting our SCHEDULE and not | 
our program—selling the idea of — 
four big shows after 6 p. m. and ~ 
giving each one a definite starting — 
time, and a name.” a 
- At the Rivoli, Manager Wright — 
and Assistant Manager J. P. 
Joneck, Charles Oelrich and Chief — 
Usher Aaron Bergsen wound up a — 
hectic week of record-smashing 
that is likely to make history for 
all time at the Rivoli. This theatre © 
did not raise its prices above 
regular holiday schedule, but even 
so, turned in phenomenal figures. : 
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The further development of 
sound and color will tend to 
accentuate this flourishing and 
thriving period. The prosperity 
which has been enthusiastically 
foretold by these leaders, has its 
foundation on the most success- 
ful year the industry has ever 
experienced and which is now 
concluded. 


By SAM KATZ 
President, Publix Theatres Corporation 


With theater attendance on the 
increase in all parts of the country 
the outlook for 1930 from the ex- 
hibition point of view has never 
been better. Surveys of business 
conditions already made are most 
reassuring and there is every rea- 
son to believe that the coming 
year will surpass 1929, which has 
been a record one for Publix The- 
aters Corporation. 


The year 1929 was one of tre- 
mendous expansion in our theater 
department. There has been 
- much progress forward and the 
_ public has responded magnificent- 
ly to our efforts. In 1930 these 
efforts will be redoubled. A great 
volume of quality talking pictures 
is coming from our studios, so it 
is most natural for us to view the 
future optimistically. The out- 
look is most favorable not only in 
theaters but in all branches of our 
industry. 


By SAM DEMBOF, JR., 
Executive Vice President, 
Publix Theatres Corporation 


With the tremendous strides 
made in improving the quality of 
motion picture product during the 
past year, the year 1930 opens up- 
on one of the most fruitful periods 
in the history of the industry. 


Publix theatres are particularly 
fortunate in having at their dis- 
posal the sterling quality of Para- 
mount pictures, which have led 
the field in the past year and will 
continue to do so in the one to 
come. With this as a foundation 
and the cream of the improved 
product of all other companies to 
chose from, the close of 1930 
should show a box-office harvest 
which will surpass the most opti- 
mistic hopes of everyone in Pub- 
ix, 


By ADOLPH ZUKOR 
President, 
Paramount Famous Lasky Corp. 


The motion picture industry has 
just closed the most successful 
year in its history. Net earnings 
for the year have been far greater 
than even the most optimistic 
forecasts indicated at the begin- 
ning of 1929. The prospects for 
1930 lead me to believe that it 
will be a banner year in every 
branch of the business. Never 
has the outlook been better. 


Our theaters are getting finer 
pictures for exhibition and they 
are presenting them in clean, com- 
fortable surroundings. All of this 
builds for public confidence, which 
- already has been shown in in- 
creased attendance. Just as 1929 
was the greatest year in the his- 

tory of Paramount Famous Lasky 
Corporation, so do we expect 1930 
to be even greater. 


By JESSE L. LASKY 
Ist Vice President, 

Paramount Famous Lasky Corp. 

Never in the history of the mo- 
tion picture industry have pro- 
ducers faced better prospects than 
those which appear on the horizon 
for 1930. Talking pictures have 


COMING YEAR'S OUTLOOK IN. 
“MOTION PICTURE INDUSTRY 
PROPHESIED BY LEADERS 


Statements from important executives, on the outlook of the 
motion picture industry for 1930, all predict the ensuing year will 
be the most prosperous in the history of the industry. 


and “‘The Vagabond King” as a 


hit their stride and their popular- 
ity has been proven beyond any 
doubt at the box-office. 

Our studios have come through 
the transition from silent to sound 
pictures in a manner most gratify- 
ing to those of us primarily in- 
terested in production. Increased 
resources and facilities already 
are available for the production 
of greater talking pictures during 
the coming year. 


With such productions as ‘‘The 
Love Parade,’ “The Virginian’’ 


criterion, Paramount’s production 


GOOD FOR LIFE! 


Ex-president Calvin Coolidge receives a solid gold life pass to 
any Publix Theatre in the United States, at his home in Northampton, 
Mass., from Division Director J. J. Fitzgibbons. 
News for Publix’s Boston Theatres. 


Covered by Sound 


forces both in the East and West 
have been geared for the greatest 
production year in the company’s 
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“Laughing Lady” 


\/ 
* 
% 


history. Pictures of epic quality, * 
more natural color productions, ! 2 
better production efficiency, and Smashes Thru! 


perfection in recording and repro- 
duction will be some of the major 
accomplishments during 1930. — 


Anticipating a big spon- 
taneous hit from the com- 
bined and often proved au- * 
dience appeal of Ruth Chat- 
*% terton and Clive Brook, *% 
Home Office executives were, * 
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By C. C. PETTIJOHN 
President, Film Boards of Trade 
I believe that 1930 will bring 


2 
about a definite organization of | Hoge oe On ae * 
the. constructive people of this |* which swept over New York 
country; people who are engaged |** audiences and critics alike + 
in all forms of American business; |.2 when “The Laughing Lady’’ * 
and that such a necessary getting * opened at the Paramount = 
together of legitimate business|% theatre. It’s the talk of the oe 
may result in the formation of a me eau The crities fell for * 
group that will sweep all present |* it and fell hard! Get those © 
existing parties, cliques, and blocs|% extra’ seats ready in your * 
into the discard, where they be-|* theatre when “Laughing 
long. It is time to forget politics * Lady” plays your town x 
and have a thought of common i, j % 


sense and sound business. ae Se oe ee ae Se ee Sa ee ie 
y, 
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* Whirling Around the Publix Wheel 
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Merge 


Aztee and Rialto Theatres, San Antonio. Ray Allison is manager of 
the Aztec and G. L. Stewart is manager of the Rialto. 

The Lyric Theatre, Dover, N. H., wiil operate one day a week, 
Saturday, until further notice. 

The Laurier, Woonsocket will close at the close of business 
Saturday, January 11. 

Harvey Oswald has been appointed manager of the Globe Theatre, 
New Orleans. He was formerly the treasurer of the Saenger, New 
Orleans. ; 

Jack Eaves, formerly manager of the Saenger Theatre, Hope, 
Arkansas, has been transferred to manage the Strand Theatre, Tex- 
arkana, Texas. 

J. J. Sullivan, manager of the Olympia, Chelsea will be trans- 
ferred to manage the Broadway, Chelsea, and H. R. Claman, present 
manager of the Broadway will be transferred to manage the Olympia. 

M. D. McSweeney, assistant manager at the Capitol, Allston, takes 
over the management of the Paramount Theatre, Needham. 

R. A. Waterson assumed management of the Indiana and Law- 
rence Theatres, Bedford, Indiana. a 

M. M. Press has been appointed manager of the Saenger Theatre, 
Hope, Arkansas, succeeding Jack Haves. 


MUCH NEEDED OFFERINGS 


A “Vegetable Matinee,’ sponsored by the Publix Strand and the 
Pawtucket Times, for the needy of the town, resulted in much. free 
space and also acted as an excellent good-will builder. Manager 
Walter C. Benson turned the contributions over to the Salvation 
Army, who in turn distributed the vegetables and fruit to the poor 
of the city. The stunt proved so widespread that even the Boston Post 
carried a story about it (encircled). An editorial was also written 
(right corner). 


Children p= 
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FIRST PUBLIX 
‘RADIO- VUE, 
JANUARY 14 


The first ‘‘Publix Radio-vue” to 
be broadcast from the stage of the 
Brooklyn Paramount Theatre on 
Tuesday evening, January 14th, 
from 11:30 to 12 P. M., over 
WABC and associated stations of 
the Columbia Broadcasting Sy- 
stem, will feature the return to 
the air of Harry Richman, noted 
night-club, revue, and radio en- 
tertainer, who is in his third week 
as guest master of ceremonies at 
the Brooklyn house. 

A series of these intimate radio 
programs, for which audiences 
will be invited to remain, will be 
broadcast from the stage of the 
theatre each Tuesday night there- 
after, as a means of strengthening 
business for the last show. The 
plan is also expected to furnish 
an invaluable avenue of publicity 
for the house. 

As combination master of cere- 
monies-announcer, Louis A. Wit- 
ten, ace announcer heard fre- 
quently over the Columbia Sys- 
tem, has been secured. Mr. Wit- 
ten is collaborating on the pro- 
grams with Boris Morros, General 
Music Director. 

According to Mr. Morros, the 
initial program will include in 
addition to Harry Richman,. Nita 
Carroll, Paul Small, Johnny Per- 
kins, Bob West, Elsie Thompson, 
and Sigmund Boguslawski con- 
ducting the Brooklyn Paramount 
orchestra. 

Publix units will furnish two 
of the artists. Nita Carroll is 
prima donna of ‘‘Modes and 
Models’, and Johnny Perkins is 
featured comedian of ‘‘Streets of 
Bombay’. Paul Small is heard 


regularly on the Paramount-Pub- | 


lix hour. : 

Elsie Thompson, singing or- 
ganist at the Brooklyn Para- 
mount, will divide the spotlight 
with Bob West, featured organist 
of ‘the theatre, at the twin con- 
soles, and the broadcast will close 
with the audience singing the 
signature theme, accompanied by 
the two organs and the full or- 
chestra. For perfect reproduction, 
eight microphones will pick up the 
singing of the audience. In order 
that none of the audience miss 
any of the stage entertainment, 
which will of necessity be at the 


stage microphones, amplifiers 
thruout the house will relay it to 
them. 


Get ’Em! 


If you haven’t already ask- 
ed your District Manager to 
arrange for your BOUND 
VOLUME of back-issues of 
“PU BLIX OPINION’’—do it 
today, sure! 

The supply is limited— 
and going fast! 


DB -O-9 0 2-S-Oe- OO "-G-$G*-S-O*-OO+-SO+- GS O*-S<G°-D 6+ OG" 


2-9 @e-D-Oc-G- 9 Oo-O-2Oe- SO OSS Oe @ 
DO >-O-0Oe--9O°-O-Oe- D+ Os-B-O"-O-O"- OO 


Bancroft Star 
of Radio Hour 
January 18 


Goerge Bancroft, the mighty 
villain of the screen, will be the 
high-light of the Paramount-Pub- 
lix regular weekly radio hour to 
be broadcast over the coast to 
coast network of 
the Columbia 
system next Sat- 
urday night (Jan. 
18) at 10 o’clock 


See your lo- 
eal chain sta- 
tion and tie 
local 


ee ‘(Eastern  Stan- 
Pt Ca eee edand. hime): 
ments into The Para- 


this hour. Al- 


mount star, 
whose character- 
izations on the 
sereen have won 
him thousands of 
followers, will be 
heard from the 
Paramount studios in Hollywood, 
his contribution to the radio hour 
being relayed by telephone to sta- 
tion WABC, New York, and thence 
re-broadcast throughout the coun- 
try by the Columbia chain of more 
than 60 affiliated stations. 

The appearance on the air of 
the smiling villain of motion pic- 
tures will bring to a close an hour 
of radio entertainment from the 
Paramount playhouse, the de luxe 
theatre of the air, in which such 
favorites as Paul Ash, Jesse Craw- 
ford, David Mendoza, Paul Small, 
Dorothy Adams, Harriet Lee, Fred 
Vettel, Veronica Wiggins and the 
Paramount Four also will con- 
tribute to the program. i 

Following an overture played 
by the Paramount Symphony Or- 
chestra, Announcer John ‘S. Car- 
lile, will introduce Paul Ash who 
will present a musical novelty en- 
titled ‘‘The Flower Shop’’. 

Following this musical melange 
a switch-over will be made to Hol- 


so plant pho- 
tos and sto- 
ries of your 
local radio 
news pages. 


ilywood where Bancroft will be 


heard for his portion of the hour. 


Adolph Zukor 
Celebrates 
Birthday 


Adolph Zukor, president of 
Paramount, celebrated his 57th 
birthday last Tuesday, January 
4th, at an informal luncheon 
in the Japanese room of the Ritz 
Carleton Hotel. Those who ten- 
dered the luncheon were his son, 
Eugene Zukor, Sam Katz, Sam 
Dembow, Jr., David Chatkin, 
A. M. Botsford, E. J. Ludvigh, 
Ralph Kohn, Emanuel ‘Cohen, 
Felix Kahn, Walter Wanger, 
Harry Goetz, C. C. McCarthy, Dr. 
Emanuel Stern, John Clark, Frank 
Meyer and George Schaefer. 


Ed Olmstead Joins 
Art Guild on Coast 


Ed Olmstead, known to hun- 
dreds in Publix as a result of his 
association with the company as 
Associate General Director of Ad- © 
vertising and Publicity, and more 
recently as manager of the United 
Artists Theatre in Los Angeles, 
has deserted the field of theatre 
publicizing and operating for that 
of commercial art. He is now the 
moving spirit behind the Art Guild 
of Los Angeles, at 932 South 
Grand Avenue in the city of art’s 
desire. 

Olmstead has long been acknowl- 
edged an authority on poster art 
and advertising, and his work in 
combining decoration and _ sales- 
manship on theatre fronts and 
lobbies is acclaimed wherever up- 
to-date showmen congregate. 


RED FLAG—“DYNAMITE” 

A red flag with ‘‘Dynamite’”’ 
written across its face is enough 
to cause the most disinterested to 
look up. That’s why Manager 
James McKoy of the Olympia, Mi- 
ami, Florida, had a man walk the 
streets of the town with an ap- 
propriate red banner when playing 
the picture of that name. 


y yee 


SHOCK SELLING CAMPAIGN ROCK 
TOWN SOLD ON 


PUBLIX’ NEW 
ACQUISITION 


All Chicago was rocked by one 
of the most elaborate and, pro- 
portionately speaking, inexpen- 
sive campaigns ever put over in 
that city when the ten Lubliner & 
Trinz theatres publicly became 
Publix-Balaban & Katz theatres 
on November 4th. 


Herb Elisburg, advertising 
manager for the L&T circuit, 
Ed Seguin, ass’t. advertising 
manager, and the L&T managers 
including C. T. Boisumeau, 
L. Weil, I. Barr, T. H. Stevens, 
A. C. Binenfeld, E. Nikodem, 
H. K. Archbold, H. Stern, M. J. 
Murphy and C. Kamp put over 


this campaign. . 

One of the highlights of the 
campaign—sugegested by T. H. 
Stevens—was a parade of auto- 
mobiles, new Pontiacs and Oak- 
lands promoted for the occasion 
by Stevens from the Community 
Motor Sales Company, all of them 


decorated with Publix-B&K ban-|! 


-ners, to the Curtis Flying Field. 
The stunt was played up in ad- 
vance as a ‘Ten Unit Parade and 
Air Survey of the ‘Greater Talkie 
Theatre’ chain which becomes a 
part of the Publix-Balaban & Katz 
Circuit Monday, November 4th.’’ 

Publix Sound Train 

The parade was headed by the 
Publix Entertainment Special. 
Two big trucks carried the Crane 
Junior College Band and _ Drill 
Corps and the advance escort was 
several motorcycle R. O. T. C. 
men. The route was through the 
busy districts of the North Side. 

T. H. Stevens, manager of the 
State Theatre, took pictures of 
the parade, upon arrival at the 
airport, filmed the Publix-B&K of- 
ficials in a cabin plane. These 
shots, were shown at the ten L&T 
theaters for one week. 

Pep Bulletins 

The importance and value of a 
live opening as Publix-Balaban & 
Katz Theatres, was stressed every 
day in clever ‘pep’ bulletins sent 
to the house managers two weeks 
prior to the Publix-B&K opening 
by E. M. Glucksman, Supervisor 
of Theatres in Chicago for the 
“Publix Greater Talkie” 
The thought of inspiring the man- 
agers to go out and make tie-ups 
in their neighborhoods by ‘punch’ 
bulletins proved their worth. 

CG. T. Boisumeau of the Belpark 
theatre put over the following: 


A Publix-B&K issue of a neigh-: 


borhood newspaper, circulation 
35,000. An Ande’s Candy’ Store 
tie-up, with 2,000 boxes of candy 
given away to patrons. A full 
page of merchants’ ads in local 
newspaper, greeting Publix Bala- 
ban & Katz. Fifty dollars worth 
of flowers were obtained free from 
a neighborhood florist. Sold an 
ad on monthly calendar of attrac- 
tions, which paid for printing. 
Mary Bowden, Fox Films’ star, 
made a personal appearance at the 
first matinee. Business men con- 
tributed $200 for decoration of 
street. 


Dept. Store Tie-up 

Melvin J. Murphy, manager of 
the Berwyn Theatre, tied-up with 
two leading department stores, 
getting two large banners in each 
window. Four window displays 
in as many radio shops. Front of 
theatre building was decorated 
with pennants. Started a whis- 
pering campaign with usher force. 
Murphy also had pluggers dis- 
tributed in the neighborhoods of 
competitive theatres. Sniped all 
‘pill-posting, paper with “Gala 
-- Publix Week.” 
Lou Weil, manager of the Con- 


‘gress Theatre, induced neighbor- |} 
‘tie-up with Max. Factor’s Cos- 


~ hood merchants to distribute and 
print a four page circular, 80,000 


circuit. | 
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- BALLYHOO GALE IN GIANT CAMPAIGN! 


: A vast gale of free ballyhoo, concentrated in the respective localities of the various theatres, and spreading over all Chicago marked the 
acquisition by Publix-Balaban and Katz of ten Lubliner and Trinz theatres. Read the full details of the campaign in the adjoining columns. Many 
of the stunts can be duplicated in your town for almost any event. 
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in all, with Congress Theatre on 
front page, gratis. Merchants 
donated $150 toward street deco- 
rations. 
Fifty Piece Band 

A CG. Binenfeld, manager of the 
Covent Theatre, obtained a fifty- 
piece band from the Crane Tech- 
nical High School—a drill squad 
of fifty men from the Crane Junior 
College—two flag bearers and two 
guards—all men in full uniform. 

Charles Kamp, manager of the 
Crystal Theatre, got a full page 
ad and three-quarter page editor- 
ial free in a 50,000 circulation 
private paper of Corydon’s De- 
partment Store. Local merchants 
decorated the street. 


H. K. Archbold, manager of the. 


Varsity Theatre, had nine window 
tie-ups in Evanston and obtained 
much local newspaper publicity. 

Forms Business Association 

T. H. Stevens, manager of the 
State Theatre, made quite a few 
tie-ups. It was found that in the 
immediate neighborhood of the 
State, no business men’s associa- 
tion of any kind existed. So 
Stevens organized the Madison 
Ro-Tin-ians Business Boosters 
Community Club. oe 

Stevens made a tie-up with the 
State Theatre Soda Shoppe to ex- 
ploit a new ice cream sundae dish 
called the ‘“‘Publix Special.” <A 
window display as well as an in- 
terior poster display in the shop, 
was used. 

A collection among the mer- 
chants defrayed expenses of a 
very attractive flag display. Fifty 
street car cards advertising the 
State Theatre as a Publix-B&K 
house were installed on all trans- 
portation vehicles of the West 
Suburban Transit Company. This 
was gratis. 

- Institutional Trailer 
An institutional trailer was put 


on the screens of all theatres for 


one week prior to November 4, 
selling the value of Publix-Bala- 
ban & Katz entertainment—what 


‘the new era would bring—ete. 


Taking advantage of a current 


metics, one thousand drug store 


SG Belmont and Cicero Aves. 
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ta ‘Theaters 4s 
‘ATTEND THE INAUGURAL, | 


5 THE WEEK 
4TH. 


A GOOD TIP! 


The Paramount Publix 
radio programs each Satur- 
day evening offer splendid 
opportunities to tie up with 
the local radio columns each 
week, especially when the 
program is dedicated to a 
picture which happens to be 
_ playing the theatre, or com- 
ing soon. 

In Buffalo, Publix—Shea’s 
Buffalo, for instance—crash- 
ed through. with a fine tie- 
up on “Half Way to Heav- 
en,” by rewriting the story 
sent in from the Paramount 
radio department and get- 
ting in the local angle on 
both the theatre and the sta- 
tion broadcasting. 
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windows carried the message that 
Publix-Balaban & Katz were tak- 
ing over the “Greater Talkie The- 
atres.”’ ' 

All theatres had special Publix- 
Balaban & Katz valances installed, 
besides a large electric display 
under their canopy, flashing the 
words ‘“‘Publix Greater Talkies.’’ 


Canopies Decorated 

On November 4 each theatre 
decorated its canopy with special 
Publix-Balaban & Katz pennants. 
They remained up during the ad- 
vertised “Gala Inaugural Week.”’ 

Through an arrangement which 
cost the circuit nothing, a short 
announcement was given over 
radio station W M A Q the day 
the circuit became Publix-Balaban 
& Katz. 

The gross for the first week of 
the “Publix Greater Talkie’ cir- 
cuit, operating as Publix-Balaban 
& Katz, was increased 10 per cent 
—and that was a week of bad 
weather — most of the Chicago 
theatres experiencing a noticeable 
decrease. Record-breaking weeks 
have been charted since, for the 
new circuit of Publix-Balaban & 
Katz Theatres. 


iber Band 9 
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THIS SELLS THEATRE! 


An attractive 8x10 booklet was prepared and mailed out by the 
Chamber of Commerce of Lakeland, Florida, advertising the advan- 
tages.of the community. Bolivar Hyde, manager of the Publix Polk 
Theatre there, had the below insert sheet printed and mailed with 


each of the booklets gratis. A nifty piece of institutional exploitation, — 
which might be duplicated anywhere. 


akeland’s .Polk Theatre Brings the Same Shows that are 
Shown on Broadway, in a Theatre That Rivals the 
Finest Theatres in the Country in Beauty. 


- Lakeland’s | 
Polk 


One 
of 
the 

Publix 
Theatres 


Theatre 


I— a 
Within the sinews of stone and steel that safely bind the enduring beauties and luxuries of Lake- 
land’s Polk. Theatre the management have endeavored to give to this growing city the same shows that 


1 York 


Nowhere in the South is there a theatre to surpass or equal the Lakeland Polk. Everything the 


finest theatre can boast of is included to make the entertainment the best that money can provide. 


TALKING PICTURES 


The most expensive and finest Western Electric equipment Has been installed so that the reproduc- 


H tion of your favorite moving picture star is as clear as a bell. 


REFRIGERATION 


A complete refrigerating system costing $75,000.00 is but another feature of this de luxe theatre. 
With this latest feat of science the temperature of the Polk is kept at 72 degrees at all timés, regardless 
of the fact that it may be 91 or over on the street. 


SERVICE 
The excellent service and courtesy that have made Publix Theatres Corporation famous is but 


another of the exclusive features of the Pride of Polk County. . 


: These are but a few of the appointments and features that have made the Polk Theatre the center 
jj of attraction; and every night of the week people come from miles around to enjoy a good show plus 
f the exclusive Polk innovatiens. _ 
: No wonder the slogan THERE IS NO SUBSTITUTE FOR POLK ENTERTAINMENT has 
become a byword. : 
We are sure that when you are in Lakeland you will visit the Polk Theatre and we know that after 
, the first visit you will become a regular patron, as so many other people have.. : 


THE MANAGEMENT 
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_ SELLING ‘‘CONDEMNED !” 


By BRUCE GALLUP 
Advertising Director, United Artists Corporation 


(Not For Publication) 

Here’s a worthy sequel to Colman’s first talker, “Bulldog 
Drummond.” And it offers Colman in a type of part the fans 
know, expect and admire. , 

Stress the fact that Colman is the same, lovable, romantic, 
happy-go-lucky adventurer he was in “Bulldog Drummond.” 
Definitely associate this picture with “Drummond,” and Col- 
man’s natural flair for the talkies. Sound has made him one 
of the four or five really big male stars in the business. And 
“Condemned!” shows him at his best. 

Bill it as the Broadway hit of the movies. The picture has 
had a tremendously successful run at $2.00 top! prices in New 
York and Los Angeles. The clever dialogue and the cast of 
Broadway stage stars appearing with Colman make it an at- 

traction to compete with the biggest special. 

Every one of the principal players supporting Colman has 
been headlined in:a Broadway: stage success. 

Ann Harding made a national reputation in the star role 
ao ‘The Trial of Mary Dugan.’ Her first picture, the all- 
talking drama ‘‘Paris-Bound”’ has already established her as a. 
film star of the first magnitude. 

_ Dudley Digges, the villain in the picture, is an ace director 
and'actor of the Theatre Guild Company. An important figure 
in the Irish Theatre, Digges was responsible for bringing the 
plays of Synge, Lady Gregory and Yeatg into this country. He 
has acted with such stage celebrities as Arnold Daly, Mrs. 
Fiske and George Arliss. Digges as the prison warden con- 
tributes one of the finest performances ever seen on the screen. 

Louis Wolheim, the convict friend, was one of Broadway’s 

greatest drawing cards before casting his lot with the movies. 
As the star in ‘‘What Price Glory’ and ‘‘The Hairy Ape’ he 
made possible some of the longest runs and biggest grosses 
known to the theatre. He played Captain Flagg in the first 
mentioned play and the title character in the second. On the 
screen Wolheim has played featured roles in ‘Two Arabian 
Knights,’ “The Awakening,’ “Wolf Song’ and John Barry- 
more’s ‘“‘Tempest’’. . 
The dialogue has been written by one of Broadway’s most 
successful playwrights. Sidney Howard, who was responsible 
for the virile, spell-binding dialogue of Colman’s “Bulldog 
Drummond” was the dramatist of ‘‘The Silver Cord,’ and 
“They Knew What They Wanted,” the Pulitzer prize play. 

Wesley Ruggles, director of ‘‘Condemned!” has with his 
megaphone work on ‘‘Street Girl’ proved conclusively that he 
is one of the foremost directors of talking pictures. Ruggles 
had directed some of the biggest silent pictures made and for 
years was one of the top-notch supervisors on the Mack Sen- 
nett lot. 

The story is taken from Blair Niles’ sensational best seller, 
“Condemned to Devil’s Island.’’ Without any of the sordidness 
of the book, the picture has all the power and fascination that 
lies in a setting like Devil’s Island. 

In selling his picture concentrate on your Broadway cast 
and the glamorous, romantic appeal cf the story. 


Get over the fact that it is a romantic drama of the type 
for which) Ronald Colman is so well known. 

A sublime revelation to lovers all over the world. The 
screen’s great lover in his supreme romance. A gay, audacious 
- yacketeer of the Paris Boulevards! —-condemned to Devil’s 

Island from which they say, there is no escape!—but on Devil’s 
Island was a prize, treasure greater than he had every stolen— 
and he dared all for a woman’s love. 

Breathless drama! ~Romance so fine, so true, so stirring 
that you cannot escape its magic spell! You will relive its mad 
moments of; passion—feel the thrill and glow of its glorious 
love story for days to come! 

Devil’s Island! Doesn’t it stir your imagination? That 
tiny dot of land off the. coast of South America. Back of it 
lies the jungle; ahead the shark-filled sea. Here in this mys- 
terious, fascinating setting is told a romance, so thrilling, so 

stirring, so filled with life and love that you will sit spell- 
bound, eyes fastened to the screen—eager to catch every word 
—to feel every motion! : 

The voice that thrilled you in “Bulldog Drummond” will 

hold you spell-bound in this glorious romance! 


‘He loved to steal—and stole to love'i 


SHORT REVIEWS OF SHORT FEATURES, 


by Louis Notarius 
Publix Theatres Booking Department 


 Felolefeleloiotefotesiotetetefetoteet 
: PARAMOUNT 


DANGEROUS FEMALES (20 min.) a 2 reel Christie comedy 
with Marie Dressler as the star comedienne. The subject 
deals with an escaped convict who poses as a minister and 
reaches this particular town at the same time that a new 
Minister.of the Church is about to arrive. Situations of 
mistaken identity then take place and Marie Dressler, as the 
captor of this criminal, goes thru low comedy that should 
create a lot of laughter. Somewhat broad and risque at times 
but good entertainment for average audiences. 

AT THE GATE with Smith & Dale. (7 min.) a 1 reel comedy 
that has class all the way thru. 
the comedians of the former Avon Comedy Four, and do 
their stuff as a Dutch and Jewish comedian respectively in 
a very clever fashion. Should prove an asset on any bill. 

MARCHING TO GEORGIE (21 min.) a 2 reel Christie comedy 
with Buster West in his second comedy. This subject is 
similar to THE DANCING GOB (which was his first subject) 
in many respects and should be just as successful. There is 
no reason why this comedy should not go over. 

BELLE OF THE NIGHT—a 2 reel comedy that has several 
funny and intriguing situations. Has a fairly clever plot and 
should be good entertainment. 


IN THE SHADE OF THE OLD APPLE TREE (8 min.) Screen 
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Smith & Dale are two of © 


‘VAGABOND KING’ 
IS TRIUMPH OF 
NEW SCREEN 


“The Vagabond King” is the 
biggest accomplishment since the 


‘ladvent of sound pictures, not only 


by Paramount, but by any com- 


‘pany in the entire industry, ac- 


cording to Arch Reeve, who at- 
tended the preview of this stupen- 
dous production recently in San 
Bernardino. 

“It swept the audience with 
its glorious music, beautiful all- 
technicolor photography, lavish 
production and thrilling story of 
romantic adventure,’’ he says. 
“Tts reception proves that it is 

destined for a box office success 
of the first magnitude. The pic- 
ture is a triumph for Dennis King, 
who sings and interprets the Fran- 
cois Villonj role in the same mas- 
terful way that made him a big 
Ziegfeld stage star. 

“Jeanette MacDonald, O. P. 
Heggie, Lillian Roth and War- 
ner Oland all do splendid work, 


with Heggie’s character pro-| 


trayal of the weak King Louis 

a masterpiece in its blend of 

comedy and menace. 

“Director Ludwig Berger has 
made the most of his opportunities 
in translating this tremendous 
stage success to the talking and 
singing screen. It is truly a big 
picture and a great step forward 
for the entire industry.” 


BEAUTY IN MUSIC 


BOOTH ATTRACTS 


At the Minnesota Theatre, Min- 
neapolis, there’s an added attrac- 
tion which received tremendous 
newspaper publicity and in con- 
sequence exercised a beneficial in- 
fluence on the box-office. 

Pearl Cramer, crowned ‘‘Miss 
America’? in Detroit last year, 
took charge of the lobby music 
booth. 
to find out about music from her. 

Her unusual beauty endow- 
ments lent themselves readily to 
other forms of exploitation, as 
well. When “Glorifying the 
American Girl’? played the Min- 
nesota, Miss Cramer ‘modeled 
gowns in the window of a leading 


store as part of an effective tie-up. ——— 


ieee eal rr eerie mere aN ay SALT Ry ga aes Neeser Se MPO NUE erie Wek eee Ea Mee eS EE 


Song Cartoon which should go over with the usual success 


of this type of novelty. 


COLUMBIA 

IN DUTCH (8 min.) This is a colored subject that will prove 
successful due to its novelty. “Has a Dutch garden wall as 
background; has a young girl flirting with various soldiers, 
from buck-private to the general, each of whom, in his turn, 
is ordered to the barracks by his superior officer as he is 

The general, the last officer remaining, is 

suddenly pounced upon by the husband. While the coloring 

is not perfect, it is pleasing to the eye, and the subject, as 


caught flirting. 


a whole, is appealing. 


THE SINGING BRAKEMAN (10 min.) 
the brakeman comes home from his work and sings various 
songs that are associated with his job. This he does to the 

His songs are simple, but he 
renders them in a clear voice and puts them over capably. 

THE GREAT NAVARRO (9 min.) 
while clever at the keys, lacks screen appeal. 
subject may be used as an opening number on a 3 or 4 Act 


accompaniment of a banjo. 


bill. 


THE STAGE DOOR PEST with Boyce Coombes (10 min.) 

PARLOR PEST, which was so successful 

In fact, the situations are alike, and his 

recitations, while not the same, are similar to those in his 

former subject;—-he does another sneezing number that 

Consider it a good Act. 

STATION B-U-N-K with Georgie Price. 
side a Radio Broadcasting Station. 
supposed to appear fails, and Georgie Price 

When he is told that Eddie Cantor, Al Jolson, 

and others were supposed to appear, he decides to imper- 

sonate them all over the air, and this he does in a clever 

Consider it a good Act. 


METRO 
A 2 reel Gang comedy which 
should go over better than average. 


FITZPATRICK 


CHRISTMAS REEL “THE ORIGIN OF CHRISTMAS.” 
subject takes on a one hundred percent religious aspect, 
rather than the Christmas angle which usually appeals to 

It is solemn all the way thru, portraying the birth 

It is done exceedingly well and its value is en- 


is a sequel to his 
wherever played. 


should go over. 


_for a job. 


‘fashion. 


“MOAN & GROAN (21 min.) 


children. 
of Christ. 


He roughhouses. He acts. 
- and unexplainable. 


Minneapolis then began | 


SELLING “ROADHOUSE NIGHTS” 


By Russell Holman, 
Advertising Manager, Paramount Pictures 


~—— 


(Not For Publication) 

Sell this baby to the limit, boys! Don’t say afterward that 
you didn’t know it was such a knockout. I’m telling you now. 
Everybody who has seen it will tell you. You’ll tell yourself 
after you get a look at it. 

Audiences eat it up. We tried it out at previews in 
Yonkers, N. Y. and at the Paramount Theatre, N. Y. C., and 
they went for it like cats to catnip. 

It’s built on a surefire formula—authentic thrills mixed 
with belly laughs. And some music and a song or two to 
lend it sparkle. 

It’s not the easiest show in the world to sell in advance 
because it hasn’t famous picture people in it. Your problem 
is to do an advance job that will pack the house. The ‘word- 
of-mouth will do the work for you after the first day. But 
don’t let “‘Roadhouse Nights’? come and go with thousands 
of folks WISHING they’d seen it. 

The advance campaign should be especially heavy and 
smartly planned. 

The people in ‘‘Roadhouse Nights” are: 

Helen Morgan—star of ‘‘Applause,’’ but not the Helen 
Morgan of ‘‘Applause.’’ She’s the glamorous, beautiful bru- 
nette Morgan who gets the customers in exclusive N. Y. night 


—elubs all goosefleshed when she swings her legs over a piano 


and gets all hot and bothered over her man who done her 
wrong. They get so excited cheering that they pay the $56.75 
check in a trance. Doing this kind of stuff she played a bit 
in Ziegfeld’s stage show of ‘‘Show Boat’? and became the talk 
of the town. She’s this kind of a Morgan in much of ‘‘Road- 
house Nights.” 

Charles Ruggles—funny and lovable drunk of “Gentlemen 
of the Press” and ‘‘The Lady Lies.’ Charlie is stewed again 


in “Roadhouse Nights” and has a part that gives him a chance 


to show why he wowed ’em as the hero of such musical com- 
edy hits as ‘“‘Queen High,” “Rainbow’’ and the others. 

” Fred Kohler—heavy of ‘‘Thunderbolt’” and “Underworld.” 
Doing a Bancroft and doing it swell. : 

Fuller Mellish, Jr.—the tough hit of the stage “What 
Price Glory?’”’ and Morgan’s ‘‘sweet man” of ‘‘Applause.”’ 

And——-and mark this well lads, because ‘it’s HISTORY— 
AND— 

Jimmy Durante—of the famous Broadway stage and night 
club devastating comedy trio of Clayton, Jackson and Durante. 
Motion Picture News says, “Jimmy Durante is the Charlie 
Chaplin of the talking sereen.”’ . 
After his first scene in the preview at Yonkers the audience 
burst into roars of laughter if they even caught a glimpse of 
him in the distance! MHe’s the funniest guy that’s hit the 
sereen since the talkies started. He sings. He plays the piano. 
His technique is absolutely unique 


Durante is terribly IMPORTANT. Go after him. Promise 
them plenty. They'd never heard of the Marx Brothers either 
—most of ’em—when “Cocoanuts’’ came to town. 

Story by Ben Hecht, who wrote “Underworld.” Direction 
by Hobart Henley, who made “‘The Lady Lies.” 

Copy angles: Rum Runners v. Coast Guards is on the 
front pages of the newspapers right now. Get out imitation 
tab newspaper with headline: ROADHOUSE NIGHTS UN- 
MASKED! Coast. Guards Battle Bootleg Ring in Gaudy Re- 
sort! Beautiful Show Girl, Rum King’s Sweetheart, Saves_ 
Newspaper Man from Death! Illustrated with scenes from 
the pictures. 

Ten Nights in a Road- 
house—a Liftime of Thrills, 
Romance and Laughs for. 
All! ; 

g IS THIS MAN, as Motion 

, Picture News says, “THE 
CHARLIE CHAPLIN OF 
THE TALKING SCREEN?” 


(Based on Jimmy Durante. ) 


The first night’s a love song; 
The second is grins; 
‘The third is a thriller; 
THEN THE RIOT BEGINS! 
An ad framed around the 
character of Helen Morgan 
in the picture: PERSONAL. 
To anybody interested in the 
whereabouts of Lola Davies, 
beautiful Kenosha, Wisc. 
girl, who left town with 
traveling man to seek career 
as cabaret singer in Chicago. 
Call Main 65 (your theatre’s 
number). 


See the trick ad and con- 
test in the press sheet based | 
on telegraphic message tap- 
ped by Charles Ruggles with 
ring on telephone transmit- 
ter. 

Tell the newspaper folks 
in town that the picture’s 
about two reporters sent on a 
dangerous story. One gets 
killed; one marries Helen 
Morgan. They’ll be inter- — 
ested. 

“Roadhouse Nights’ has 
more exploitation angles 
than a chicken has feathers. 
But time’s up, boys. It’s up 
to you what business you do. 
There’s no limit. 


As the name implies, 


A comedy pianist, who, 
However, the 


This 


(9 min.) Seene is in- 
The talent which is 
es in asking 


This 


hanced by a touch of color here and there. . 


That’s not the half of it! © 


6 


Diversity to be 
Keynote of 
- Production 


(Continued from Page One) 
opened up a virgin forest of ma- 
terial that is suitable to the screen 
and that was barred to us through 
the limitations of the _ silent 
screen. Musical comedy, operetta, 
society drama, comedy drama or 
farce will be filmed in as diversi- 
fied a manner as is possible.” 


With the production of ‘“‘The 
Dance of Life,’ from the stage 
success, ‘‘Burlesque,”’ the picture 
4ndustry entered into a new and 
important phase of entertainment. 

Method. Perfected 

In this picture, Technicolor and 
sound were combined on a single 
strip of film in the big revue se- 
quences. This development, which 
followed months of experimenta- 
tion, has resulted in the making 
of many all-sound, all-color pro- 
ductions in 1929 and the projected 
filming of many others during 
1930. 

According to Mr. Lasky, the 
next development will be the en- 
jlarged screen, although the execu- 
tive says this ‘will not come until 
the public is ready for it. This 
big screen, together with color and 
-sound, will bring a new entertain- 
ment triumvirate to audiences. 

During 1929, Paramount ele- 
vated several featured players to 
stardom. . These were Richard 
Arlen, Ruth Chatterton, Gary 
Cooper, Nancy Carroll and Wil- 
liam Powell. According to Mr. 
Lasky, all of them have won pub- 
lic approval because they had been 
well groomed to occupy the star 
spotlight. 

‘We brought other players from 
the stage, and they have been 
successful,” said Mr. Lasky. 
“Among these are Moran and 
Mack, Dennis King, Maurice Che- 
valier, Jeanette MacDonald, Helen 
Kane, Lillian Roth, Kay Francis, 
Skeets Gallagher and Fredric 
March. The great majority of our 
former silent picture players have 
remained with us and have been 
equally successful in talkies.” 


During 1930, Paramount plans the 
release of approximately seventy fea- 
ture pictures, although the exact fig- 
ure has yet to be decided upon. 

‘Vagabond King’ 

Two of the most important will 
be “The Vagabond King,’ star- 
ring Dennis King, photographed 
entirely in color, and “Paramount 
On Parade,’ the cinefestival, pre- 
senting all of the company’s stars 
and principal players. 

One of the notable achievements 
of the year from a directorial 
standpoint was Ernst Lubitsch’s 
direction of ‘‘The Love Parade,” 
the executive stated. 


¢ 
¢ 


Photo-Economy! 


From Manager Edward 
Harrison, of the Publix- 
Broadway Theatre, Spring- 
field, Mass., comes a good 
suggestion which is in per- 
fect line with the economy 
drive recently instituted by 
Publix. Instead of hiring 
professional photographers 
to take pictures of lobbies, 
‘displays and exploitation 
stunts for PUBLIX OPIN-. 
ION, ad records or other 
uses, Manager Harrison 
takes them with an ordinary 
Kodak (post - card size), 
which adequately serves the 
purpose. The only exception 
is in the case of personal 
photographs where a full- 
size portrait is necessary. 

Joseph S. Borenstein, man- 
ager of the Publix Imperial 
Theatre in Pawtucket, R. I., 
practices this sensible eco- 
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THANK YOU, 


responsibility for them. 


these volumes. 


fullest extent. 


22) NAA A 


“T am advised that bound volumes of Publix Opinion are 
being sent out in the same manner that other supplies are 
shipped to the theatres and a receipt will be obtained for each 
book. These volumes are to be left in the theatre when the 
managers are transferred and the new managers will assume 


“At the time this matter was first broached, I strongly 
supported the suggestion that all managers should receive 
I trust that the men in the field will sustain 
me in this contention by appreciating and using them to the 
They are a veritable gold mine of informa- 
tion and suggestions on theatre management-exploitation. 
know of no other source through which we can all obtain so 
much valuable knowledge in so interesting a form.” 


\ 


MR. MAYER 


I 


| 


Arthur L. Mayer, 
Division Director. 


HAT 


‘Sweetie’ Gets Another 
Candy Store Tie-Up 


A candy shop furnished 206 
pounds of nutty fruits, which were 
distributed to outgoing patrons of 
the Publix Tampa, Tampa, Fla., in 
advance of the showing of 
“Sweetie.’”? The candy was in gla- 
cine bags which contained copy 
about picture, playdate and thea- 
tre. In return for all this, Man- 
ager J. McKenna permitted the 
candy} shop to utilize a portion of 


the lobby space for a decorated 
showcase of chocolates. The candy 
concern also paid for co-operative 
ads in the newspapers as well as 
having co-operative window dis- 
plays in their stores. 


NEW ADDRESS 


A. J. Moreau, district manager, 
will now have his headquarters at. 
the Strand Theatre, Portland, Me. 
Wm. T. Powell, publicity represen- 
tative, will be located at the same 
address. 


lie 


NO STORY TREND IN 1930 TALKING FILMS 


PARAMOUNT STUDIOS PLAN 


west coast production. 

The first project, necessi- 
tated by the increasing demand 
for talking pictures, will be the 
construction of a _ four-story 
administration building, in 
which will be located the 
executive personnel of the 
company. This structure is to 
replace a one-story business 
managers’ and library building. 


Dozen Stages 

Reconstruction of at least two 
more of the silent picture stages 
for the making of talking pictures 
is a part of the progress. Several 
already have been rebuilt and 
production is under way on them. 
With the new ones, Paramount 


MEET THE BOYS! 


To promote acquaintance, respect and mutual understanding of the splendid individuals who comprise 
Publix, these one-minute biographies are offered. They’re not printed as vanity ticklers for the showmen 
here portrayed. We want the photo and biography of everyone in Publix for the benefit of everyone in 


Publix. 


NAT HOLT 


Nat Holt, manager of the Cali- 
fornia Theatre in San Francisco, 
is a veteran 
showman, 
having had 
more than 15 
years of ex- 
psec 1-ecn-c,€ 
managing 
stock com- 
panies, vau- 
deville houses 
and straight 
picture oper- 
ations. 

In 191 2, 
Holt became 
assistant 
manager for 
Turner and 
Dahnken in 
Stockton, Cal. 
He managed 
the California 
Theatre for 
Herbert 
L. Rothschild 
for a period 
Get three 
years. In 
1926, he joined Publix as man- 
ager of the Granada, San Fran- 
cisco but shortly afterwards re- 
signed to enter business for him- 
self, managing his own theatre. 
At the end of three years, he sold 
his property and, _ re-entering 
Publix, was assigned to his old 
post at the California, which had 
since been taken over by Publix. 


R. W. WATERSON 


A College graduate who has 
had many years of theatrical ex- 
perience, both 
as a perform- 
er and as a 
manager, is 
R. W. Water- 
son, manager 
of the Marion 
Theatre, Mar- 
ion, Ohio. 
Waterson, 
was an in- 
structor at the 
Onarga Con- 
servatory of 
Music after 
his gradua- 
tion from 
that institu- 
tion. Lured by 


Nat Holt 


the call of 


the theatre, 
he got a job 
as assistant 
manager and 
treasurer of 
the Oliver, 
South Bend, 
Ind. Later he 
joined the Saxe Enterprises in 
Milwaukee, as assistant manager 
of the Modjeska. He was soon 
promoted to the Wisconsin as 
manager, where he remained for 
two years, when he turned per- 
former, as organist, at Saxe’s 
Tower. He later resigned to 
enter Notre Dame University, 
from where he was graduated. 
He joined Publix upon the com- 
pletion of his course’ and was as- 
signed to his present position. 


RR. W. Waterson 


LEWIS NEWMAN 


Lewis Newman, manager of the 
Central Sq. in Cambridge, Mass., 
is a graduate 
of Harvard 
and North- 
eastern Law 
School. He 
has had a 
number of 
Nee Aeris = O21 
newspaper 
and publicity 
experience. 

While at 
school, New- 
man worked 
on a Boston 
newspaper 
later leaving 
that field to 
enter the the- 
tre game at 
the Washing- 
ton, Boston. 
Newm ano, 
shortly after- 
ward, with- 
drew from 
the managing 
end of the 
theatre and went with a number 
of star acts, as publicity director. 
In 1928, he returned to theatre 
management, at the Washington 
St. Olympia, as assistant mana- 
ger. A few months later he was 
promoted to the managership of 
the Field’s Corner Theatre, from 
where he was transferred to his 
present post. 


HARRY L. DOW | 


Harry lL. Dow, manager of the 
Uptown Theatre, St. Paul, has 
had arich 
and varied 
business exX- 
perience. 

The Hill in- 
terests in St. 
Pra le C= 
ployed him to 
work out spe- 
cial exploita- 
tion plans in 
connection 

|) with the First 
National Bank 
“| and the Great 
Northern 
Railroad. He 
“i was with this 
‘torganiza- 
tion for more 
belie Nea eave 
“years, also 
acting as pur- 
eon a-Si ns 
agent, adver- 
tisinge’ mana- 
ger and city 
solicitor. La- 
ter he did special publicity work 
for the Northern Pacific Railway 
and also superintended the din- 
ing car department office. For 
nine months, Dow acted as a sec- 
retary to Mr. Harold D. Finkel-| 
stein of the Northwest Theatre 
Circuit. While with this firm, he 
managed the Dale Theatre, St. 
Paul and was superintendent of 
the maintenance department. 


L. Newman 


H. L. Dow 


ROBERT T. MURPHY 


Robert T. Murphy has been in 
the motion picture business for 
‘more. than 
fifteen years. 
His first job 
in this indus- 
try was with 
the Mutual 
Film Com- 
pany in 1914. 
Prior to his 
entrance in 
the U.S. Army 
during the 
World W ar, 
Murphy was 
employed by 
a film ex- 
change. After 
the war he 
joined the 
Universal 
ESi-bimCom= 
pany in Buf- 
falo. In 1926, 
Murphy left 
the distribut- 
ing branch of 
R. T. Murphy the _ business_ 
and entered 
the exhibiting end—with the 
Shea Circuit, as manager of their 
North Park ‘Theatre, Buffalo, 
N. Y. From then on, when a new 
theatre was opened in Buffalo, 
Murphy was called to manage 
that house. It happened when 
the Kensington opened in Decem- 
ber, 1926; when the Bailey open- 
ed in Sept. 1928; and now he has 
been appointed manager of Shea’s 
New Seneca Theatre which opens 
January 11. 


HARRY WAREHAM 


Manager Harry Wareham of the 
Metropolitan, Seattle, Washing- 
ton, is a 

graduate of 

the first Pub- 

lix Managers’ 

School. He is 

an alumnus 

of Kansas 

State College 

and attended 

the Chicago 

Art Institute 

prior to his 

enlistment in 

the U.S. Navy. 


After op- 
erating his 
father’s thea- 
tre in Man- 
hattan, Kan. 
for a few, 
years, Ware- 
ham entered 
the Manag- 

ers’ School. 
Upon the 
completion of 
H. Wareham’ iis training 
: there, he was 
assigned to the Tivoli, Chicago, 
as assistatnt manager. Later he 
went to the coast aS house man- 
ager of the Criterion, Los 
Angeles. After serving in a 
managerial capacity in several 
theatres in Washington, Ware- 
ham was assigned to the ‘‘Met,” 
in Seattle. : 


EXPANSION PROGRAM WITH 
SEVERAL NEW SOUND STAGES 


An expansion program involving the erection of several new 
sound stages and buildings and the enlargement of others on 
the twenty-six-acre Paramount studio property in Hollywood 
was announced today by B. P. 


Schulberg, general manager of — 


will have twelve fully-equipped 
and modern sound-proof stages. 

A new assembly shop for the 
putting together of sets and an 
extension of the monorail system, 
an overhead railway which trans- 
ports sets from the assembly 
plant to the stages, are among the 
contemplated construction plans. 

Several new sound picture pro- 
jection rooms are to be installed 
in a new building located where 
Paramount’s former experimental 
stage now stands. In this build- 
ing also will be housed a second 
portrait gallery. 

New Pavement 

The capacity of the studios’ 
transportation department is to be 
increased, permitting the housing 
of many more passenger automo- 
biles, camera and property trucks, 
Schulberg stated, and the laying 
of new concrete streets in the 
‘back lot’ is soon to be under way. 

Another important item in the 
expansion program will be the 
construction of a new electrical 
and equipment building,. wherein 
will be stored and repaired the 
vast assortment of are and Kleig 
lights needed for motion picture 
production. 

Announcement of the Holly- 
wood building program follows 
closely on the heels of the word 
from Jesse L. Lasky, first vice- 
president in charge of Paramount 
production, that a similar expan- 
sion has been launched in the 
Astoria, Long Island, plant of the 
company. 


RIO RITA SOLD 
BY OPPOSITION 


The opening of a series of con- 
certs in Bayfront Park, Miami, 


| Florida, meant strong opposition 


to Manager Earle M. Holden of the 
Fairfax Theatre. He took advan- 
tage of this opposition, howover, 
in a most effective way. : 

Some of the numbers scheduled 
for the concert were from Rio Rita 
the attraction at the theatre. Hol- 
den prevailed upon the leader to 
announce through the amplifying 
system the fact that the picture 
was at the Fairfax and the play- 
dates. In addition to this plug, 
Holden ‘had some of his ushers in 
Spanish costume carrying neat pla- 
cards on their backs, mingle with — 
the audience. 
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BLUE MONDAY 
STUNT! 


Helen Kane, Paramount’s 
newest singing comedienne, | 
who is now playing a Series 
of personal appearances in 
and around New York, has 
developed an_ exploitation 
idea that can and should be 
used to advantage by all the- 
atres which have a Helen 
Kane picture on the way. 


A Helen Kane ‘Double’ 
contest ought to be a good 
Monday business _ builder.. 
Have all the little girls, who 
think they look, act. and 
boop-a-doop like Helen, get 
up on the stage and do their 
stuff. Prizes, offered by lo- 
cal merchants and ostensibly 
paid for by Helen Kane, 
should lure a half dozen or 
so entrants for each of a 
succession of blue Mondays, 
pepping up the last evening 
show and building patronage 
for a gala finale at which 
the prizes are awarded. 
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SELLING SHOWS 
IN ANSWERING 
TELEPHONE 


“IT am afraid that one depart- 
ment of our Publix service has 
been considerably neglected in our 
division,’’ Arthur L. Mayer writes 
to his managers, “I refer to tele-' 
phone service. With the proper 
thought and attention this can be 
one of our most effective methods 
of selling pictures and developing 
a loyal clientele. 


“In most of our operations 
either the cashier or secretary in 
the office answers incoming tele- 
phone calls. In all cases she should 
be given strict instructions in re- 
gard to tha proper modulation of 
the voice, the necessity for unfail- 
ing courtesy and the use of cor- 
rect English, also the proper form 


of reply for the usual inquiry. 

“When answering telephone 
calls, the following salutation 
should be used :— 

“Good afternoon (or evening). 
This is the Publix—tTheatre.”’ 
The person answering the ’phone 
should have accurate knowledge 
of the name of the current at- 
tractions, the stars, the type of 
picture, the schedule and if 
there are any outstanding short 
subjects on the bill. 

“On several occasions I have lis- 
tened to our employees answering 
telephone inquiries and have been 
impressed by the lack of sales 
quality in} their replies. I do not 
want anything stereotyped but I 
am sure if the girls were taught 
to say ‘I am sure you will enjoy 
the picture’ or ‘it is an unusually 
fine show,’ many a doubtful patron 
would be persuaded to attend.” 


FLORIDA OPENINGS 


The Community, Miami Beach; 
the Florida, St. Petersburg and 
the Paramount and Beaux Arts 
theatres, Palm Beach were recent- 
ly opened. 


_ depend upon theirs. 


our tasks enjoyable. 


We 


l 


Ti (Cc 


SUA 


**“SP-EE-EE-EE-EEECH!?”” 


Suppose, Mister Mockelhop—or you, Mister Fingel- 
donk—were present in a gigantic hall, big enough to 
house all of the 25,000 showmen who scintillate under 
the banner of the 1200 Publix Theatres! 


In a hall Big enough, even, to still have room for 
all the thousands of Paramounteers! 


Suppose Mister Katz singled you out—and called 
upon you to say something BIG to the assemblage—to 
tell how YOU put over that Big Putover! 


Would you blush, and twist the buttons off of your 
coat, and pull your ear, and say “Aw-w-w-w-w, I 
D’wanna!!’ And then rush furiously for cover? 


No, you wouldn’t!!! You wouldn’t be that dumb— 
or selfish!! 


You’d want your successful experience to spread its 
benefits around to all of your associates!! Of course!! 


You'd swiftly slip in to your Best Big Moment 
Manner, and step confidently forward with a mouth- 
ful of rushing, two syllable words and personal pro- 
nouns! You'd electrify that old audience of pals with 
oratorical pyrotechnics, foot-stompings, table-thump- 
ings, and so forths, like “Variety” electrifies a small- 
time hoofer by panning the primadonna! 


Then, when those frantic cheers and deafening vol- 
leys of grateful applause filled your ears as your con. 
cluding gestures found you with a wilted collar and a 
broken garter—you’d stand revealed before the world 
as a Great Guy, and a Smart Egg! As a Boy who, 
knows where to go and get some Bacon! 


Now, of course, the chances are slim, Mister Mock- 
elhop, that there’ll ever be a Publix-Paramount conven- 
tion as big as all that—and the chances are even more 
slim that you’d be called upon to publicly unbutton 
your skull even if there were such a gathering. 


But !! And you can put that BUT 
in large boldface studhorse capital letters———-YOU 
DO HAVE THAT CHANCE EVERY WEEK!! 


All you have to do is to write it all out and send it 
to the editor of PUBLIX OPINION. 


If it’s terrible, we’ll throw it in the wastebasket— 
and patiently keep you from being hissed! If it’s help- 
ful and great—you'll be in focus of the thoughts and 
eager, glistening eyes of every showman in all of these 
1200 PUBLIX THEATRES,—and in all of Para- 
mount—from Manny Cohen’s mountain-peak in Dick- 
byrdland, to the chiJblains in the socks of the most 
humble patrons of Esquimo nickelodeons nearest the 
North pole. 


Remove the “bushel” from your light! Let its 
helpfulness shine brightly forth in PUBLIX OPIN- 
ION to your circuit-wide fame and glory!!! 

Speak up!! It’s YOUR turn to take the spotlight, 
every week in PUBLIX OPINION!! Step right up, 
Mister Mockelhop, and take your bow! 


MORAL: While the foregoing was written in a 
spirit of good clean fun, you might boil it down to its 
essentials and chew on it as food for thought. 
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HOME OFFICE DEPARTMENTS 


Here is the seventh of a series of stories about Publix Home Office 
Department personalities who depend upon your effort, just as you 
To know and understand each other’s person- 
alities and problems will lighten the burdens of everyone, and make 
For this reason, PUBLIX OPINION is devoting 


an important part of its space to these brief biographical sketches. 


DR. EMANUEL STERN 


Medical Director 


One of the most interesting and j 


helpful departments in Publix is 
the one over which Dr. Emanuel! 
Stern has charge. He is medical 
Director of Paramount Famous 
Lasky, Publix Theatres Corpora- 
tion, and all subsidiary activities. 

Dr. Stern is the man you have 
to think about, or thank, when ill- 
ness, personal misfortune, acci- 
dents, or disease epidemics cross 
your horizon to cause you worry. 

All matters pertaining to com- 
pany interest in the personal wel- 
fare of unfortunate employees are 
passed upon, finally, by Dr. Stern, 
after they have been advanced to 
him thru theatre managers. Also, 
all matters having to do with cases 
of personal injury to patrons o1 
employees, compensation - insur- 
ance, and community epidemics of 
diseases which threaten the wel- 
fare of Publix-Paramount interests. 
If you haven’t had cause to con- 
tact with Dr. Stern and his depart- 
ment, he tells you that you are 
fortunate indeed. Despite this, 
you doubtless have a glow of sat- 
isfaction from the knowledge that 
he is there to help you, if you do 
need him. : 

With a completely equipped 
emergency hospital in charge of a 
surgeon and trained nurse in our 
Hollywood studios, and a similar- 
ly equipped hospital headquarters 
in New York, Dr. Stern and his 
staff are constantly occupying 
their time with the problems that 
come up from the 1200 Publix 
theatres, the scores of Paramount 
exchanges, and the various activ- 
ities of the studios and newsreel 
departments. 

Born and raised and educated 
in New York City, he found him- 
self as member of the House Staff 


of physicians at the famous Belle- 
vue Hospital of New York in 1915. 


-At the outbreak of the war, he 
resigned his post of Resident Sur- 
geon of the hospital, and donned 
a uniform as First Lieutenant in 
the army medical corps. He re- 
mained in service until June of 
1919, when he established himself 
in private practice. Many of his 
patients were executives of Para- 
mount, and as a result, he was in- 
duced to take care of the require- 
ments of the Long Island studio. 
From this, in 1920, he developed 
the department he now heads, to 
such size as to require his atten- 
tion exclusively to the needs of the 
company. That over 32,000 cases 
received treatment last year is an 
indication of the magnitude of the 
department—and this figure does 
not include a great many cases of 
illness of patrons, and many other 
activities. 


Being a strict conformist to all 
ethical regulations of the medical 
and surgical profession, Dr. Stern 
refuses to permit PUBLIX OPIN- 
ION to discuss him as a personal- 
ity. Nevertheless, this publication 
feels that you’ll better understand 
the benefits you can get thru Dr. 
Stern’s department, by telling you 
that he is acknowledged interna- 
tionally as an outstanding diag- 
nostician, as well as one of Ameri- 
ca’s most up-to-the-minute prac- 
titioners of surgery and medicine. 
His opinions are frequently sought 
by men of medicine, and his con- 
tacts include the most noted spe- 
cialists in the world, for every 
branch of healing. 

Those who live in the vicinity of 
New York have the opportunity, 
when necessary, to personally ob- 


FILMS CHECK 
CRIME, SAYS 
PASTOR © 


Motion pictures were described 
as a “powerful deterrent of crime” 
by Dr. Clinton Wunder of Roches- 
ter, formerly pastor of the Baptist 
Temple there and author of sey- 
eral books giving the minister’s 
outlook on modern life, in an ad- 
dress in Washington) before the 
National League 
of Pen Women. 

“Any minister 
or individual 
seeking to drive a 
wedge between 
the film and the 
church is assum- 
ing a fearful re- 
sponsibility”, he 
said. “That de- 
; plorable fanati- 
cism which tries to create discord 
between these two institutions must 
be discouraged. It constitutes a 
real danger. 


“Many of the world’s most noted 
Scientists and criminologists have 
carefully analyzed the relationship. 
between movies and crime and 
everyone has found that the in- 
variable message of the motion pic- 
ture where crime is depicted is: 


Plant this 
story with 
your newspa- 
per the first 
chance you 


get! Editorial 
writers will 
love it! 


“Never Is Hero’’ 


“*You can’t get away with it!’ 

“On the screen the criminal 
never is a hero; he never succeeds 
in ‘getting away with it’. A study 
of 628 features made in America 
last year shows that 33.7 per cent 
contained no villain and no crime; 
in 17.5 the villain was killed; in 
33.8 per cent the villain was cap- 
tured and left fast in the confines 
of a prison; in 10.4 per cent the 
villain reformed and tried to rec- 
ompense society; in 4.9 per cent 
| physical punishment was adminis- 
tered to the villain by the hero. ' 


“Taking crook pictures separate- 
ly, we find that in the 38 produced 
the crook or villain was killed in 
fourteen instances, was apprehend- 
ed by the police in nineteen in- 
stances, was reformed through the 
love of a good woman in five in- 
stances. In each case of reforma- 
tion the picture showed that res- 
titution for the offense had been 
made. 


“Deterred by Screen’’ 


“Then take the news reels of to- 
day. The reason that crime is not 
found in them is because, in the 
newsreel, real life is depicted and 
punishment is neither swift nor 
sure, and because when punishment 
does occur it is not possible to de- 
pict it with the crime. The con- 
trary is true in the story on the 
screen—punishment is swift, sure, 
and drastic. 


“Sd it is from every angle. In- 
stead of being incited to crime by 
the movies, the boy of today and 
the man of tomorrow are deterred 
from it by the screen.” 
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tain help from him, while those 
Publix-Paramount employees in 
more remote territories benefit 
from ‘instructions as issued to ex- 
ecutives and passed down the line 
by them. In either circumstance, 
he is always ready to give expert 
medical advice, and assure any 
patient of proper care in time of 
need. 


Every Publix theatre is built to 
provide for the utmost protection 
of public health, thru its systems 
of ventilation, cooling, and heat- 
ing as approved by Dr. Stern. In 
addition, in most theatres there 
is an emergency-hospital room, 
where doctors and trained nurses 
may have every necessary facility 
at hand to care for local require- 
ments. Although Dr. Stern does 
not appoint a ‘“‘house physician”’ 
for each theatre, he has arranged 
it so that theatre managers pro- 
vide for this. However, in every 
case, local surgical and medical 
service is established under his ap- 
proval. 


MANUAL URGES 
AUIVE LOBBY” 
STUNTS 


To keep the theatre ballyhoo in 
pace with the living screen, 
Madeline Woods, Director of Ad- 
vertising and Publicity for Publix- 
Great States Theatres, has issued 
a manual urging all managers in 
that group of theatres to adopt the 
“Live Lobbies’”’ idea.. 
The idea is to use local talent 
- for displays in the lobby tying in 
the picture to play at that house 
the following week, or sometime 
in the near fu- 
ture. This does 
not mean the em- 
ployment of pro- 
fessional enter- 
tainers to put on 
‘acts in the lobby, 
as is done in 
some of the lar- 
ger metropolitan 
de luxe theatres. 
If the amateurs 
engaged for this 
purpose can play 
an instrument or 
sing, then, this 
talent should be 
utilized but es- 
sentially, they 
should serve as a 
display and not 
as an Act. | 
Miss Woods 
further empha- 
sizes that the use 
of stills, posters, 
etc. is NOT to be abandoned and, 
of course, the regular canopy dec- 
orations in the form of cut-outs, 
electric:signs, etc. will be used as 
in the past. Also victrolas, loud 
speakers, etc., to play the theme 
songs. 


* 


Here are 
some excel- 
lent sugges- 
tions for 
building up 
an interest 
in your lob- 
bies, the 
show win- 
dows of your 
theatre. Am- 
plify, elabor- 
ate, develop 
and adapt 
them to your 

‘town condi- 
tions and] 
send PUB- 
LIX OPIN- 
ION a photo, 
graphofyour 
“Live Lob- 
by.’ 


Will Impress Public 
“We are confident that this sort 
of exploitation will do much to im- 
press the public with the thought 
that it is, indeed, a new show- 
world,’ Miss Woods said, ‘‘and 
that the events we are advertising 
are of signal importance. 

“To avoid sameness and to pre- 
clude the possibility of such lobby 
ballyhoos becoming ineffective, it 
is most important that consider- 
able thought be given to each one 
so that your ‘Live Lobbies’ will 
vary in type. Furthermore, you 

_ should not use a ‘Live Lobby’ on 
every attraction that comes along 
unless, of course, the series of 
bookings is such that each picture 
lends itself to a very different type 
of ‘Live Lobby’. 

“After you go over your book-. 
ings and the suggestions offered 
by the Publix Manual, our own 
campaigns, and the press sheet, 
etc., see whether or not the ‘Live 
Lobby’ plan cam be arranged 
through merchant co-operation. 
Very frequently the costumes or 
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Publix | 
Bouquet! :; 


‘In view of the world wide 
importance of putting THE 
VAGABOND KING over in 
the manner it deserves, will 
you please make .arrange- 
ments to have 100 copies re- 
served for our use of any an- 
nouncements, circulars, 
broadsides, exploitation ideas | 3 
and any other material is- « 
sued in this country for the 
publicizing and exploitation 
of THE VAGABOND KING,” « 
requests O. R. Geyer of ?¢ 
Paramount’s Foreign Thea- 3 
tre Operating Department. ¢ 
“This material we want for ¢ 
each of our district and } 
branch managers abroad. ® 

‘We feel that with the : 
inspiration of the material ?¢ 
which will be developed here, ; 

q 
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the Foreign Department will 
_be in a position! to give THE ¢ 
VAGABOND KING the great- ¢ 
est international campaign « 
ever conducted on behalf of 


; a Paramount Picture.”’ . ; 
é 
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PUBLIX OPINION, WEEK OF JANUARY 10rx, 1930 


Doubtless some of the items listed fit your needs. 


FORECAST FOR FEBRUARY! STUDY IT TODAY !! 


Herewith is the second page of the Special 1930 Forecast calendar being prepared by PUBLIX OPINION. 


Or perhaps you can add 


some more thoughts to 


the list. Study it, and do SOMETHING. Ina few more days, your theatre will receive from “PUBLIX OPIN- 
ION,” the complete calendar itself. It will have, in handy, eye-catching form, the week-by-week-reminders you 


want. When you get it, check it over, and add a list of your own. 


Your Editor put in a terrific amount of 


research work to compile it for you, ‘and now it’s up to you to improve it, so that future annual issues of 
this calendar will be more comprehensive, and serviceable. 


an unsatisfactory one. 


“If each theatre were operated by the owner and he stayed on the job constantly, economies 
in operation would be enforced that would make the difference between an equitable profit and 


RUN YOUR THEATRE ON THIS BASIS, AS THOUGH YOU 


OWNED IT, and your weekly reports will show improvement.”—-DAVID J. CHATKIN, Gen- 


enral Director of Theatre Management. 
“PUBLIX OPINION—one of your si 


into 
1. 


a happy, healthy, effective unity!” 


Don’t let your MONDAY 
BUSINESS turn into ‘‘blue” 
or “red.” Plenty of remedy- 
reference available. 

Weekly department staff 
meetings? Are you building 
SUNDAY matinee business? 
(See PUBLIX OPINION, Vol. 
Ill, Nos. 10, 12.) : 
Lent begins on February 
13th and lasts until March 
30th. 
Plug Music Sales for Profit! 


- Does ‘Daylight Saving’’ hurt 


your box-office? What do 
you do? 

Tie-up with street car or cab 
companies for special round- 
trip rates to theatre during 


bad weather. 


Make Local Contracts for 


Spring Style Shows! 

What else beside programs 
attracts or repels patronage? 
Be careful about signing re- 
ports handed you by em- 
ployees without a good 
knowledge of contents. 


Lincoln’s’ Birthday 


stitutional story in your lo- 
cal papers. Also a para- 
graph in your ads, posters, 
trailers. Get hunches in 
PUBLIX. OPINION file. 
Income Tax Payments are 
due March 15. Prepare to 
offset this temporary short- 
age of funds for amusement | 22. 
purposes. 


20. 


21. 


Today. | 23. 
Was it anticipated? 

Help to stop the waste in 
good, repeatable ideas. Tell 
’em TODAY to the whole 
circuit via PUBLIX OPIN- 
ION (the official ‘‘voice’’ and 
‘idea exchange’’). 
Valentine’s Day is 
Did you ‘‘anticipate’’ 
cash in? 

Don’t let your MONDAY 
BUSINESS turn into ‘blue’ 

or ‘“‘red.’’ 

Are you building SUNDAY 
matinee business? (See 
PUBLIX OPINION, Vol. III, | 27. 
Nos. 10, 12.) 


Today. 
and 


- Check 


news that binds Publix Theatres and Publix Personnel 


—SAM KATZ 


Pay bills for discounts? 
Are your ‘‘fronts’’ and pos- 
ters lively and colorful 
enough to halt passersby? 
Does every member of your 
staff like a daily ‘‘selling as- 
signment?’”? Why not? It 
develops manpower! ; 
Washington’s Birthday To- 
day! Did you anticipate it? 
Inspect the properties in 
your care every week. Re- 
member, elimination of dirt 
saves re-decorating costs. 
cooling plant for 
needed repairs. 

Spot Publix and Paramount 
trademarks in all ads, trail- 
ers, and posters! 
MANAGERS! Send your 
weekly reports in ON TIME. 
Read all the trade papers 
regularly. Fan magazines, 
too! What do you do to 
build up those low-level 
hours at the Box Office? 
Exercise a proper control 
over employees handling tic- 
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settings, such as a couch, chair, 
radio, piano, or whatever is re- 
quired, can be obtained from mer- 
chants who should be most eager 
to lend this assistance for the valu- 
able advertising involved. 


“Tf the ‘Live Lobby’ must have 
fancy costumes, you can still get 
a portion of the needed apparel 
or equipment from some local con- 
cerns.”’ é 

Suggestions Outlined 

Miss Woods roughly outlines 
the following suggestions in ‘Live 
Lobbies’ for a few pictures: 

“GOLD DIGGERS OF BROAD- 
WAY”: A girl, or several girls in 
the lobby dressed as pirates with a 
pirate chest (which can be a trunk 
painted with gilt and studded with 
glitter). Each girl should bave a 
shovel (purchased at 5 & 10 cent 
store) with which she should ladle 
out butter-scotch 
wafers. which 
look like gold, 
from the top lay- 
er of the trunk. 
The girls pass 
the wafers to pa- 

by ‘means 
shovel. 

Little shovels of 
yrange colored 
cardboard can be 
made imprinted 
with an ad for 
the picture, to be 
handed out. In 
addition to this 
display, theme 
song records 
should be played 
on a Victrola, as 
usual, or on loud 
speaker connect- 
ed with sound 
apparatus or Victrola in the office. 
Perhaps you can get a man to play 
the guitar in the lobby, doing the 


REMEM- 
BER THIS! 
The most 
successful 
live lobby 
display is the 
one that is 
gotten up at 
the expense 

lof LOTS of 
brain - power, 
energy, in- 
genuity, in- 
itiative, sell- 
ing ability 
and NO 
money — or 
at least, as 
little of it as 
possible! 


Primary election day nearly 
significant copy slant 
“Blect Clara Bow,” etc. 

Check all mechanical equip- 
Are you practising 
‘job rotation’? to develop the 
brain-power of your man- 


Place a theatre or circuit in- 


Coming!! 
Patrick’s 
17th.) 


tions. 
Order 


Nick Lucas song: hits in the even- 
ing only, between shows when you 
have a hold-out, or a crowd com- 
ing in. 

“Rio Rita’: A girl dressed in a 
Spanish shawl, mantilla, etc., car- 
rying a basket containing cigar- 
ettes which she should distribute 
to the crowd together with a card 
advertising the attraction. Cigar- 
ettes can be promoted free from 
a local cigar store. 


“Sweetie’’?: A girl in sport cos- 
tume with a box of candy' hearts, 


either put up in envelopes or wrap- 


ped in tissue paper to which is at- 
tached a tag advertising the pic- 
ture. Candy to be promoted. 


“Glorifying the American Girl”’: 
Several girls in parade costumes. 
They should parade in lobby and 
also, arrangements should be made 
whereby they should appear in a 
store window at a certain time 


one day during your advance bally- | 


hoo. | 


“Pointed Heels’: A girl in sou- 
brette costume wearing silk hose 
and slippers with very high heels 
should hand jout cards advertising 
the picture. Good opportunity for 
tie-up with a hosiery store. Each 
card could bear a number and 
copy saying that lucky numbers 
will be posted in a certain hosiery 
store window, and the woman 
kolding the lueky number will win 
a pair of hose. 


“Paris’?: A lobby display of lug- 
gage with gowns, hats and wraps 
displayed on hangers and thrown 


over the trunks with a good-look-| | 


ing girl presumably engaged in 


packing, is a good suggestion for. ; 


this picture. Little dodgers in the 
form of trunks or other luggage 
which will advertise the picture 
can be handed out to patrons. 


SPRING STYLES. 
tie-in with local merchants 
for shows, parades, and ad 
copy that sells your attrac- 


monthly 
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Prepare for St. 
Day! 


kets and cash. Managers 
will create a good moral ef- 
fect by taking keen interest 
in this branch of operation. 
Your Home Office music de- 
partment has musical help, 
advice, features and novel- 
ties for you, for every oc- 
casion. Write for them. 


(March 


Prepare 


supplies? 


{ 


READ ’EM AND THINK! 


Holiday greeting cards that tell a bookful, came by the thousand 
to Your Editor's desk, and they were all appreciated. Some were 
amusing, and others were serious. Two cards that packed a wallop 
that everybody in Publix will appreciate, were sent by Division Direc- 


_ tor Jules J. Rubens, of Great-States-Publix, and Marsh Gollner, of the 


Toledo Princess. Read ’em and giggle—and_think! 
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8 picture, too—with Buddy Rogers|Beach, has been appointed man- 
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ANOTHER SHOW- BUSINESS JINX TOTTERS 


. PARAMOUNT HAS HIT THAT BAD oe BUGABOO THIS: WAY! BAD WEATHER 
4 MAJORITY OF Note the predominance of theatre copy, which is a) how it should be in a co-operative slate GETS J OLT IN : 


page. The-theatre furnishes the ideas for the page, as well as the chief motive for getting people out of | 


COIN STARS jj) cone 
Come on, you denizens ofthe wind-swept areas! Repeat it! J OL| FT 
Anyone can tells you that Clara JOLIET SUNDAY HERALD.NEWS, DECEMBER 29, 1929 19 


ets | DON'T LET BAD WEATHER KEEP YOU HOME! 


than any other movie star. But 
SSSR Oa Se REN CI TO a OT OST Te eG ee 
THIS ENTIRE PAGE OF ADVERTISING IS SPONSORED BY THESE CO-OPERATIVE CONCERNS 
Bad Weather 


who is the second most popular 
motion picture player? Viewed 
Need Not Discomfort You| PUBLIX THEATERS TO PRESENT BIG PRODUCTIONS 
FREE RIDE HOME |‘Romance of the Rio Grande” at Rialto| BE PREP EPARED! 


Bellin plese closely upon the 
heels of the tradition shatter- 
ing December Profit Drive 
which proved so successful, all 
over the circuit, Division Man- a 


from the standpoint of dollars in 
the till, which is, after all, the 
only infallible criterion of the au- 
dience-popularity of a star, who 


Always Welcome! 


A New Coat 


are the screen-players who mean ON STREET CARS! Theater Mond. ! é ager Maurice M Ruben f < 
; : lay, With Baxter, u —— : s 0 ; oe 
increased business at the woe MONDAY NIGHTS ~~ Duncan and Moreno THESE CONCERNS for Christmas the Publix- Grkat Soe ee i : 
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Railway Oo., in “Hearts in Exile,” | rutterton Gerould, ably brought 
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ting a crimp in another buga- 


| ; O’COATS 


: : ters on Monday nights are given | Detoree bella gine sn oe Our salestadies will be glad 

in an effort to determine the rel- te emomiion he. vr | i ee ee tn araet  COMBORT. to asst you in seeing boo of showbusiness — BAD 
* . . ° é lea aut e 1 totter! Bure 3 , St! ize, 

ative popularity of motion picture GDM az LoNSDALE MoveL | So sroe ean a| "de am | Soccernet | WEATHER. 


stars, based upon their box-office |. BY KUPPENHEIMER 
drawing power, as observed by in- 


dividual exhibitors all over the 


Pick It Tomorrow 


“For the first time in the his- 
tory of show business,’ said Mr. 


is always dressy and comfort- 
able. In sizes for men of ey- 


Liberal terms are.yours for 
. the asking. Make first pay- 


lores 


ery dimension, in shapes for- ‘ deaths : panes cathe ment in January. Rubens oh: (e j 
United States and Canada. men of every build, we fot UMBRELLA SERVICE| 2 late a cee te CDE wea an aoceeas Meaty to rear 4 acai t th l onsistent battle 
For the second year in succes- sent a de luxe selection at a | TO BE INAUGURATED | “i<., Fea PaaS palon ania em ag ae iecca ee a Pay from Your Pay! gains e elements has been put 


modest price— 


doeresemenre toe {eels cena | ager es | teem oom Bom | Dowt Lat Winter Weather Worry. Hee. up by Great States Division. We 
gene ee ee eee ee ea proved last week, beyond perad- 
the ou! b 


sion, Clara Bow -outranked all a 
The eel otis eierys moves am. brkt | doare becewwe of bad ‘reatboe, if venture, that Bad Weather can, p 


other motion picture players, men 
and women. And the respective 
1929 rankings of other stars in 
the industry should furnish ma- 
terial for mental mastication on 
the part of Publix managers. 


Ocoee in a big measure, be defeated, in ee 

spite of the fact that the blizzard ie | 
and other weather conditions were BS 
the worst in many years and a 


THE EAGLE 


406-08-10 CHICAGO STREET 


You can laugh at bed weather when | - 


i 
’ ia eld’s 
| ~ Show Alice White in | he American Girl” 
{ 
i 


CRASH FILMS. (seats ate adjoining column, carefully. You’ 
: | will find that every ad in it has a 
‘|tendency to keep the public ‘‘pic- 


ture-minded”’ and there is ticket- 


Based upon returns from GALOSHES 
sound houses, Clara Bow is a 

still an unqualified leader 
among the feminine players. 


iA enjoy yourselves. 
‘We have a complete line of overshoes 


TAS ay thoroughl: te 
for dad, mother and the rest of the 5  : thoroughly sulted to play 


Vig Nedy ve ariet|B 00 By Dart to bis taste, HP plaemy ah cssasgeceesenes . _ 
family. oe ony, Bho | for bor which aie > JACK OAKIE and HELEN | :Edvards and Young Joe were a WOOL SWEATERS selling value in nearly every inch 
Second? A Par: amount star = ALL FIRST QUALITY June CINDE, Bed Lage BOT |, aeons the high spots ae KANE in “SWEETIE” Oe a rnatoea eee eertoy Foe men, ones, _ ba oa eet: all eo : ba | 
Nancy Carroll. And included in TREAGONABLY PBIORD |] 86 asuthd” Mou en “ocevee Than weet 8 erat | ri, wag gu | eased hi ant be mit ume lt _ “Here are the important facts i. 
5 = lore and dancing girls and bo} Nie sats he Pol seer ced ho Were 7 iA. ° : al 
‘the twelve highest rankings are arene, aeaut stata Soong of “Hey 9 Uta? soubriguet ia eee ay ie eres LUNE ah POM DEC Wi Us Me | 
° only one chance {i Down,” inspiring alms | “The iad Beak» ee : ‘ uy 
Ruth Chatterton, Louise Fa- LEWIS BROS S BROS See ae | ality “ats Sak | wil San cen? cence in eget S- Pe does Moe fost the: Uieaes . 
zenda, Helen Kane, Evelyn ploasng voice on her a. bret sorely 8 ies eae brid ene has ot tne Ki of Shen he cugren te uit ne Paani ' @ penny. 
Brent, and Fay Wray. Seven Ca RS Py mes hala | Sete a cir Oat Sard ents prior ene iombene cabern THE WHITE STORE* Ore b. Each advertiser obligated 
Par ount players 's eel this one will run | Jessel chose her for his 1 


4 leading 
Lt lady in “Love, Live and Laugh.” 


himself for a total of six full 
page issues similar to this. 
In other words, we sold them 


Among the matinee idols, sever’ 
Paramount stars are also found 
: in the twelve highest rankings. 


YOUR STREET CARS 


MAKE SHOPPING EASY Don’t Let Bad Weather 


the benefits t ri 
Charles ‘“‘Buddy’’ Rogers tops the IN BAD WEATHER Keep You at Home from the house oa mee 
field of Paramount players, whose Thay tke outa the vay doo of Je Ieing aid not: sell: eon bal ee “| 
voices are punctuated by musical eee if goods. 3 
notes from the box-office, and he It is the Risie iow tor leavelvourtaitomolilerat S : 


home and take your street cars down town, You 
save wear and tear on your automobile, which is like 
putting aside so much money each day. 


CHICAGO SERVICE 


BUS 


Individual aiencen: as 
well as Publix Service, are 
forcibly called to the atten- 
tion of theatre prospects. 

d. Pictorial and news value. 

e. The amount of regular paid 
advertising that can be 
saved. 

f. These pages are_ released 
simultaneously with a spurt 
of bad weather. | : 

“Every District Manager should 


Cc 


A is third among all male screen 
eB stars. George Bancroft is fourth. 
; And “Halfway to Heaven’? and 
“The Mighty’ had been played in 
only a few key-centers when this 

voting was done! 

Paramount’s Triumph 

Also included in the twelve 
highest division -are Gary Cooper, 
Maurice Chevalier, the Four Marx 
Brothers, Harold Lloyd, and Wil- 
liam Powell. Consider the fact 


‘pale 
that the records of Chevalier, the 5 
Marx Brothers and Harold Lloyd personally present this form: ©f 


; ‘ exploitation to his managers. - 
ee : ee ee 
! William Powell’s first starring pic- |; png SUT division will be able to put it over. 


ture, has not yet been completely =|I would not be surprised to even 
a _ASSIGNMENTS (2 PAGE 37, JAN.25—AND YOU! | 


e see some new and improved 
played up all over the country. angles worked out along the same 
The total of votes in the sound Ghess 
column of a third division of the Sruanenccacacuanqaeneveeucaccuansvveeenceecucaqacgeateececacacaacceceaneceeccearnevanuaneetacennaeiatannnaittas s & 
; “The towns that have not yet 
Be oe caeicee Ant ae ee ae gee Here’s a great gag that will make every reader of the been successful in putting over 
: oe Beye 8 8 : Saturday Evening Post, a well sold ticket-buyer for ‘The their free street-car transporta- 
talking picture teams, Moran and |Tampa. Waeatond King.” 
Mack are easily the most popular| Walter Morris, formerly man- Be VOR STE: 
—this on the strength of only one|ager of the Stanley, West Palm On January 25, The Saturday Evening Post will carry a 
multi-color full-page ad on “‘The Vagabond King”, in which 
complete and expert selling-lure is dominant. If you can get 


tion tie-up, might be interested in 
the letter from the Chicago & 

everybody in your town to hunt and eagerly scan .that ad, 

you’ve launched powerful advance-word-of-mouth-advertising. 


Joliet Electric Railway Company, 
It can be done easily, in either of two ways. 


also reproduced in the adjoining 
The best way is to frankly tell your newspaper editor 


columns, in. which they go on 
record as to the apparent bene- 
friends about the ad, and maybe they’ll consent to run a'story 
like the following: 


fits of our cooperation. This let- 
ter should offset any argument 
your local transportation company 
can bring up against the street 
car tie-up. 
“Telegraphic advice to interested persons in this city “Last week, all street cars in. 
today’ reveals the fact that the “Saturday Evening Post” Joliet carried the following poster 
on page 37 of the issue which is on the news-stands this on both ends of the car: 
coming Thursday, promises lively reading of interest to 66 r 
nearly three-fourths of this city’s population.” ue ghee ton Geet piceel 
If you can’t get your friendly city editors or movie critics Attend 
to run it—a daily one-inch teaser ad spotted on the society 
page, in special position, will get astounding results. 
Don’t overlook this one—and tip off newsdealers that 
you’re doing it, so they’ll lay in a plentiful supply. The idea 
has been worked frequently with astonishingly good results. 


PUBLIX THEATRES 
Now Showing - 

It’s a good chance to get playdate herald- inserts, too, if you 

can promote it. 


Bad Weather and Wash Day give you .the 
* blues! 
Banish Blues by taking time for recreation.” 
We'll give you that time by doing alt of your 
family washing, 
The Publix Theaters will furnish real Tecreae 
tion. 


ELECTRIO 
Cars Every Hour 


4:00 A, M. to 9:00 P. M. res LOOP 
Also at 10:30 PM. | CHICAG oe 


6:00, 8:30, 10:30 
| 50.90, 2:30, te co = 'M. 
also 9:30 P, M. 


Saturda; ok Sunda: 
Round Pe agi | ieee Bf 


Leng Bade name of $1. 00 One Way } 
CHICAGO | Round Trip $1.60 


Tickets Sold to All Greyhound Bus Ststions $27. 50 sare DU he BS 


Chicago & Joliet 1. Hs ee : 
Electric Railway Company Barrett Hardwar eCo,| TEST. adalat Tic # 


TELEPHONE 6000 


EVERY aes a WASH DAY 


Ben ae atin os 
Seco fae eae ake shes 


“OvER ON OTTAWA" ow" Cees unekemam, Eight 


TTS 


CETTE 


and Nancy Carroll tying with sev-|ager of the Paramount, Palm 
eral others for second place. Beach. 

Capitalize upon the tremendous| Ted Crowther, formerly tempor- 
audience-popularity of Paramount- | ary manager of the Seminole The- 
stars! atre, Tampa, has been assigned as 

« manager of the Stanley, West 
010+0-10+-0-+0-0--0-0--0-e-0-0-0-0-0-0-0-0-0-0-0-0-0 | Palm Beach, succeeding Walter 


¢ | Morris. 
Pp ublix Ave. ; | RB. C. Speece has been assigned 


i } as manager of the Arcade Theatre, 
: ! | West Palm Beach. 

¢ }| J. O’Hern, formerly a_student 
; #|manager at the Strand, Dorches- 
: ? ter, has assumed the management 
; 4 |of the Strand, Somerville. He re- 
j change the name of Main St. 3 |placed J, J. Sullivan, who was 
3 where the Publix theatre { |transferred to the Olympia, Chel- 
: stands, to Publix Ave. ) sea, relieving Chas. Goldryer, who 
t ; 

: ; 

: ; 


In honor of Publix Thea- 
tres, property Owners in 
Portland, Oregon, have peti- 


tioned the City Council to 


Great Special Attractions.” 
Let us all keep on Battling Bliz- 


is no longer connected with Publix. zards and Bad Weather! 


Cc. A. Cunningham has succeeded 
G. E. Sargent as manager of the 


Ee 


The move for a change 
came. about when a com- 


TTT iwi i |i 


plaint was registered that NEW MANAGER 
h lle, Me. |= = 
fier a ens t wees Haines neat Versa | sll H Huu uHHuu Nuun uuu one | 
Piece: Zn own whee 4 | manage the Strand Theatre, Port-|closed December 21st. S.C. 1 WW. Brandon has been ap-— 
land, Me. E. Parrish, manager, has been| Wm. McCreary is the manager |pointed manager of the Beaux — 
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The Rex Theatre, Columbia, S. C. transferred to the Rex, Sumter, !of the Lyric Theatre, Duluth, Minn. |Arts Theatre, Palm Beach, Florida. — 


ibe. nakeabiatnsiunrien le 


| EIGHT PAGE SECTION 
FOR GALA OPENING 


ae West Palm Beach, Florida. 


| PLANT THIS FEATURE IN YOUR NEWSPAPER! 


2 This feature article on the evolution of the theatre in its relation to architecture was one of a series which appeared in the Chicago Herald and 
ie Examiner. The subject is a timely one and you can plant a similar feature in your local newspaper. 


the New York Paramount, if you need them, and use photographs of your own theatre, also, to illustrate the article. Get the facts about how architectual 
beauty popularizes the movies from this reproduction and write your story. Any Sunday editor will grab it for his magazine section. 


The Uptown Theater, 
Lawrence av and Broad- 
way, one of the popular 
large neighborhood theaters 
of Chicago, embraces all the 
modern features of cinema 
architecture, 


Palaces Rise to House Films 


Here is.a view of the Paramount Theater, 
New York, one of the newest and best equipped moving pic- 
ture theaters in the country, in which are embodied all the 
most recent developments of such architecture. 


PUBLIX OPINION, WEEK OF JANUARY 10TH, 1930 


KEEPS PACE 
WITH FILMS 


|| Swift Evolutien of Nickelodeon 
Depicted by Noted Architect: 
Edison Pioneer of Movies 
eee 
(This 1s the sizth of a serves by 
notable experts, sponsored by the 
Chicago Chapter of the. American 
Institute of Architects, to be pui- 
lished in The Sunday Herald ané 
| Bzaminer on timely and interesting 
ubjects connected with archites ~ 
| ture.) 
| 


BY GEORGE L. RAPP, A. L A. 
It is a far cry from the nickei- 
odeon of yesterday to the palatiut 
motion picture theater of today, 
yet the period of transition covers 
a relatively short span of years. 

The hstory of the cinema itself ig 
a fascinating story After the ins 
vention and development of photoge 
raphy, many investigators worked’ 
over the problem of picturing mue 
| Uon, 

Edward Muybridge, who {s often 
called the father of moving picturex, 
in 1872 studied the movements of » 
trotting horse by méans of a row 
of twenty-four cameras, exposed i 
order as the horse passed before 
them Muybridge dev«loped a met!:- 
od of projecting his photographs se 
as to simulate movement, but his 
apparatus was necessarily clumsy 
as he had only glass plates. A light, 
flexible, continuous film was needed 
as @ substitute for the glass ang 
this was invented by Goodwin and 
| produced by Eastmen 


Edison's Kinetoscope 
Forerunner of Movies, 


In 1893 Thomas A Edison ay 
vented his kinetoscope, which gue 
cessfully depicted snotion by mea: y 


photographs printed op an en 
less strip of celluloid film. But ths 
pictures In this machine could he 
Mares by only one person &f & 
me. 


In 1894 C. Francis Jenkins was 
the first to produce moving pleturon 
by modern methods, -Jenkins an! 
his partner, Armat, improved the 
original machine. and, the right w 
Manufacture it having been obe 
tained by representatives of Mr, Edie 
| son, it was marketed in 1896 as the 
Edison Vitascope. Projectots ant 
pictures made by Robert Panl ot 
London, and Lumiere of Paris, alsv 
were exhibited the same year. which 
may be considered as the beginning 
of the modern motion picture Indus 
try. 

Historical Seciety 
Honors Nickelodeon. 


The history of motion picture 
theater architecture may: pe divided 
into two periods. The first period 
covers the time when the-motion pice 
‘ture was shown in very small hourey 
for that purpose only and as second. 
.ary to vaudeville fn the larger thu: 
j aters. 
On August 23, 1999. the Western 
Pennsylvania Historical Society un 
velied a bronze tablet in Pittsburri 
on the site of the first nickelodeon 
founded Sune, 1905, by the late John 
P. Harris 

The second period was entered 


‘imes Square, 


Turn to Page 2, Part &. 


IN FLORIDA 


An eight page co-operative 
newspaper section plus two pages 
in the regular section featured the 
campaign on the gala winter open- 
ing of the eight Publix theatres in 
Credit 
for the undertaking goes to Wal- 
lace Allen, District Advertising 
Mani of that section. 


ha An attractive full page ad an- 


nouncing the theatre’s part in the 
gala winter season fills the first 
page of the section. -Program an- 
nouncements of each house also 
appear on this page, selling the 
opening shows in a most effective 
way. This is followed by a page 
devoted to institutional copy and 
to merchants ads. Page three 
i! contains a story on the picture 
“Broadway”, playing at the Ket- 
tler Theatre, and a seven column 


Petes full page ad for all the theatres. 


On page four there is excellent 
copy on “The Cock-Eyed World’”’ 
and ‘‘Tanned Legs’’, and three one- 
quarter page merchant ads all con- 
gratulating Publix on the gala 
seasonal opening. Institutional 
copy, cuts, and readers on the at- 
tractions share the other four 
pages with the ads of local mer- 
chants. 

Response to the co-operative ef- 
forts were so exceptional that at 
the last minute, space was over- 
sold and two extra pages were ar- 
ranged for. One of these contain- 


nce ‘ed pictures of all the theatres, 
Vie while the other contained a six 
Be column full page combination ad 


for the eight Publix Theatres. 
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YOU SHOULD 
HAVE ONE OF 
THESE!! 


The Home Office ware- 
house has several hundred 
copies of the Paramount- 
Publix Annual Edition of 
“Variety,” which are avail- 
able for Publix theatres that 
need them to complete their 
reference files. 

If you haven’t one of these 
editions, you should write to 
L. L. Edwards, Home Office, 
and he’ll send you one. It’s 
packed with information of 
permanent value which 
should be accessible to all of 
the employees of your the- 
atre. 


. 
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‘LOVE PARADE’ 
RADIO TIE-UP 


A very excellent tie-up can be 
effected with your local radio deal- 
ers, on ‘‘The Love Parade.”’ 


Inasmuch as the story revolves 
around the country of Sylvania, 
Herbert Chatkin, manager of the 
Publix Paramount, Springfield, 
suggests that managers can very 
easily get whole-hearted co-opera- 
tion from local radio merchants 
on Sylvania radio tubes. Leon 
Bamberger of the Paramount ex- 
ploitation department is now work- 
ing on a national Sylvania tube 
tie-up. In the meanwhile, start 
contacting with merchants so as 
to be all set when “The Love 
Parade’’ is booked for your the- 
atre. 


when the motion picture became the| more stable specially constructed 
principal attraction of the larger 
type of theaters with the stage show 
as secondary 
ularity of sound pictures and the 
prospect of wide dimension film, in 
the opinion of many, will result in a 
new third period in cinema architec- 
ture. 


without a barometer. True, the cu- 
}riosity of the genera! public was 
aroused, but there was that ele- 
ment of uncertainty as to the fu- 
Hture of the new form of entertain- 
ment that caused him to proceed cau- 
tlously and with a minimum of ex: 
penditure, 
of the strictly motion picture the- 
jaters were the converted store type. 


seums, assembly rooms and cheap 
gconcert halls in eastern cities. Archi- 
tectural design and previsions for 
the safety or comfort of patrons 
fwere given little or no thought, 


4 |Exhibitors Prosper 


rangements made to accommodate} gether unsuited to the presentation 
the product of the new industry, thelof this modern form of entertain- 


CHRISTMAS TOY GAG 


Pioneer motion -picture exhibitor 
prospered. As the business becante 


Continued from Preceding Page. 


buildings began to replace the store 
type. Competition between neigh- 
boring theaters soon convinced rival 
showmen that the theater that gave 
{ts patrons a little more comfort 
and presented a better appearance 
slowly crowded out its competitors. 
The result was that small type the- 
aters began to be built that were 
fireproof, well ventilated and arci- 
tecturally pleasing. 

The seating capacity of these new 
small type motion picture houses 
was also increased to from 5600 to 


The universal pop- 


Shown in Stores 


FirstFilms Also Screened 


in Dime Museums 1,000. The majority of these houses. 


had smail platform stages in front 
of the screen so that the motion pic- 
ture program could be suppleménted 
with singing or dancing acts. Pipe 
organs and ventilating systems were 
added and the architectural design 
generally improved, but no radical 
advances took place until the intro- 
duction of the de luxe type of cinema 
| theater. 


Abolish Columns 


Cantilever Balconies Give 
All Clear View 


The early exhibitor was wholly 


Consequently the first 


The first pictures also found their 
fay into such places as dime mu- 


Logically, the tremendous deVvelop- 
ment in@the production end of the 
motion picture industry was reflect- 
ed in demands for a similar develop- 
ment in the exhibition of the pic 
tures. To successfully exhibit the 
rapidly improving ffm productions, 
ideas and problems were presented 
which rendered the earlier picture 


Public Responds Quickly 
to New Entertainment 


Notwithstanding the makeshift ar-| inefficient and obsolete and alto 


!& Katz were the progenitors of this 


theaters and even legitimate houses| ously attempted in a motion picture 


ment. }t being no longer necessary 
to have the so-called mtimacy of for- 


mer times, it was a natural step to 
increase the capacities of theaters, 
in some cases many times their for- 
mer size, 

Due also to the fact that enter: 
tainment was continuous, additional | ho 
problems were encountered which | Worked up along its general lines. 
were entirely different from the ree} The longer shows and waiting 
quirements of the existing theaters, | Necessitated larger und more com- 
both motion picture and legitimate, | fortabte retiring rooms Once jn the 
large additorium the patron must 
have comtert with easy sight linc« 
and as « stage show was to be 


this type of house made it an over- 
nlght success, Immediately plans 
began to be formptated for a much 
larger and more Juxurious aeighbor- 
hood motion picture theater to o2 


‘obstructed by columns and the in- 
timate contact that is always felt in 


New Type Enters 


Balaban & Katz First 
to Stress Beauty 


$ics would have t oe as near per | 
fect as possible. Ty, larger seating 
capacity of the balcolaes demanded 
broad and gradually asctgding stair 
ways leading from impragkive lob 
bies and foyers that would rake theft 
way up attractive and inv'tiny, 

An intensive study of these piyh 
lems over severul years resulted tn 
the next great forward ater In the 
development of .he motion picture! 
theater, the Tivol in Chicage | 
opened in Fepruary 19¢1 Thia ther 
ter, of a seating capacity of 4,000 | 
was the largest ev-r attempted in 
an outlying district and was a tre 
mendous advance 4, all way ovate 
any motion picturé theater that hal 
been built before. 


A secon¢ period tn the history of 
the motion picture theater began 
with the advent in the field of a dif- 
ferent type of showman—one who 
believed that people go to the thea- 
ter to live an hour or two in a differ- 
ent world, that the atmosphere of « 
Palace should prevail in a theater 
and that this could he arrived at by 
gorgeous stage seitings, luxurious. 
drapes and enchanting music, 

It Is generally agreed that Balaban 


new type of showman. They became 
xperta in the study of the psychol- 
ogy of the theatergoer and are re- 
sponsible for many innovations in 
theater management. 
The erection of the Central Park 
Theater in Chicago in 1914-1915 by 
Balaban & Katz was the forerunner 
of a genera! type in which the mo- 
tion picture became the principal at- 
traction. 

The Central Park was furnished 
and decorated in a menner not prevti- 


Beauty an Asset 


So. Side Theater Model 
for Exhibitors 


Upon entering this theater the 
patrons ‘Ind themselves in a lofty, 
imposing and hindsumely decorated 
lobby running the ‘ull width of the 
theater and the effect on theater-| building and the squivalent of alx 
goers was very pronounced. The| stories in height. At the far end is 
clear direct view of the stage, un-la decorative stairway leading the 


BOOSTS GROSSES 
IN CHICAGO 


“Toys for the kiddies!’’ was a 
welcome slogan to the hundreds 
of children receiving the toys on 
display during Christmas in the 
lobbies of the Chicago, Oriental, 
Uptown, Tivoli, and Paradise 
Theatres in Chicago but to the 
theatres it meant ticket sales dur- 


ing the worst season of the year. 

Tie-up, which was effected with 
the Chicago American and Mandel 
Brothers’ Department store 
brought the theatres lots of pub- 
licity, attractive displays, and in- 
creased attendance at no _ cost 
whatsoever. Details are as fol- 
lows. 


Newspaper started a campaign 
for dolls and toys to be given to 
the poor children at Christmas. 
The department store arranged 
the displays in the lobbies, and 
donated the toys. The newspaper 
printed stories and pictures about 
the displays and urged the public 
to attend the theatres. 


Write to Sam Palmer at the Home Office for stills of || 


CHICAGO HERALD AND EXAMINER..--A_ PAPER FOR PEOPLE WHO THINK 


mezzaninha aLd balcony anu the entire 
area fs available for the holding 01 
the patfons waiting for the next 
show. 

The plan Stself Is so well conceived 
that even with as many as 2,000 per- 
sons walting the audience of the 
theater “ujon leaving doés not come 
in contact in any way with those 
waiting 
smoothly The stdirways are so in- 
vitingly arranged that the mezzanine 
and balcony are very easily reached 
with a result that the balcony and 
mezzanine are patronized as well as 
added to the siJegt drama the acoua-| the orchestra floor. ; 

The part which architecture has 


Fe — 


played in the planning and building 
of motion picture theaters brings out j 
the point so frequently advocated by i 
architects that good architecture is 
a genuine business asset. 


NOTHER article on 
this interesting series. 
on architecture will be 
published in next Sun- 
day’s issue of The Herald 
and Examiner. 


and consequently exits 


Bi AON RR a PS 


Metropolitan 
in Boston Has 
Byrd Exhibit 


The impressive achievements of 
the Byrd Expedition in the past 
few weeks makes the Antarctic 
and Aviation Exhibit in the lounge 
of the Metropolitan Theatre in Bos- 
ton of extraordinary public inter- 
est. The exhibit, which had been 
on display in the lounge of the 
New York Paramount, has been 
placed in the Metropolitan by the 
Boston Globe in collaboration with 
the New York Times. 


The exhibit features the maps, 
drawings, portraits, and action 
stills that pertain to the Byrd un- 
dertaking. In addition, there is 
a section devoted to historic flights 
and flyers, and another to airports 
and aircraft. 


The newspaper has been run- 
ning daily stories prior to the 
opening of the exhibit and 
throughout its duration. 


TRY THIS ON YOUR M. C:! 


C. B. Taylor, Director of Advertising and Publicity of Publix-Shea “Buffalo,’ promoted a song tie-up in 


ay 


connection with the “Who Will Marry Marian’ feature conducted by the Buffalo Times, which netted him a 
big splash in the Saturday and Sunday Times. Papers in other cities are running this feature or similar ones 
and this offers a great chance to plug your “front” boy. 


“T WILL MARRY MARIAN’ = (4, 72 a 


THE BUFFALO TIMES, SUNDAY, SEPTEMBER 22, 1828—— 


Page 7 


BY “HAPPY” PHIL LAMPKIN 


Melodious Song Dedicated to Sunday Times Beauty by Shea’s Buffalo Stage Band Leader, in “Who Will Marry Marian” Contest Try « on Your Piano! 
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EVERY THEATRE 
MUST HAVE A 
‘LIBRARY’ 


That there are some Publix 
towns that still do not have “a 
theatre library,’’ containing tick- 
ler files, files of star-stills, press- 
books, PUBLIX: OPINION, man- 
uals, and form letters from exec- 
utives on matters of policy, is an 
outstanding piece of news to Mr. 
Katz. 


From the very beginning of 
Publix the idea of ‘‘theatre libra- 
ry” tickler files and other handy 
reference sources has been urged 
by Mr. Botsford and reiterated 
frequently by Lem Stewart and 
PUBLIX OPINION, as well as di- 
vision and district chiefs. If there 
is a Publix theatre that does not 
have a complete up-to-date refer- 
ence library, that fact should be: 
communicated at once to Mr. Bots- 
ford. 


In many cases the city manager 
arranges to have this ‘‘library’”’ 
available to all Publix theatres in 
town, and located at a central 
source. In other cities, each the- 
_atre takes great pride in keeping 
its own library constantly up- 
to-date by clipping trade maga- 
zines, aS well as by filing all in- 
formation as it develops or is re- 
ceived. ; 


An up-to-date ‘library’ is of 
invaluable aid in selling the mer- 
chandise of the theatre, whether 
it be the current attraction or the 
theatre’s organization as an in- 
stitution. Also, there are scores 
of books which contain invaluable 
information that should be of 
great help to newcomers in Pub- 
lix as well as to many of the old- 
timers in show-business. PUBLIX 
OPINION printed such a list of 
books a year ago, and the same 
ean be found in back files. 

Elmer Levine, dean of the Pub- 
lix School of Theatre Management, 
is compiling for PUBLIX OPINION 


the posters are shown below. 


a list of the books and references 
in use in his classroom. These 
volumes should be available in ey- 
ery city for the perusal of anyone 
in Publix, who is sufficiently en- 
terprising to desire an improve- 
ment of his personal showmanship. 


LOBBY FLASH IN TENNESSEE 


These eye catching posters proved a great flash in the lobby of the Publix Tennessee Theatre in Nashville, 
enabling Manager William F. Brock to sell coming pictures, “Glorifying the American Girl” and “4 Feathers,” 
during the run of “So This Is College.” Below is a general view of the lobby, while close-ups of two of 


NOVEL LADDER STUNT 
Two boys, one dressed in full 
evening clothes including the 
stove-pipe, and the other carrying 
a ladder, proved a great attention 
getter for “This Is Heaven’? when 
the picture of that name played 


at the Marion .Theatre, Marion, 
Ohio, Manager R. W. Waterson. 
At every corner, the ladder was 
placed against a wall, one of the 
boys climbed it, and unfurled a 
banner reading, “THIS IS HEAV- 
EN” with theatre and playdate. 


MERCHANDIZING 
PLAN SET FOR 
~ LOBBIES 


Under the direction of Bruce 
Powell of the home office, Publix 
will immediately launch its ac- 
tivities with merchandise vending- 
machines, in Publix theatre lob- 
bies, in a most intensive manner. 
For the last year Publix has been 
experimenting in a number of the- 
atres of each type, with vending 
machines which sell candies and 
other articles of popular standard 
merchandise. 

The profits on this activity have 
been sufficiently large to warrant 
adoption of this plan on a circuit 
scale. 

Mr. Powell expects to send com- 
plete instructions to every theatre 
within a short space of time. These 
instructions will include photo- 
graphs and descriptions of the 


/various kinds of machines, and al- 


so of the articles of merchandise 
and the manner in which the plan 
is to be handled under the direc- 
tion of the local manager. 


Tanne | of Shrew” Sold 
To High School Pupils 


Manager Joseph S. Borenstein of 
the Imperial Theatre, Pawtucket, 
R. I., made a direct bid for high 
school student patronage during 
the run of ‘“‘Taming of the Shrew” 
by sending a sales letter and sev-~ 
eral tickets to the English teach- 
ers in the city schools. He esti- 
mates that he reached 3500 pupils 
by this method of approach. 


SHORT FEATURE BOOKLET 


Short feature booklets are is- 
sued every three months by the 
Paramount Advertising Depart- 
ment. These contain descriptions 
of the shorts to be released in the 
coming quarter. The fourth in the 
series, covering Nov. 1, 1929 to 
Feb. 1, 1930, has now gone to the 
exchanges for distribution. 


CANNED FOOD MATINEE BRINGS GALE OF PUBLICITY AND GOOD WILL 


By putting on a special canned food matinee at the Publix Capitol, Granada, Paramount and Victory Theatres between 2 and 4 p. m. on Monday, 
Nov. 25, the boys of Salt Lake City created a world of good will in town for Publix and copped loads of publicity in the form of free ads, pictures, and news 
a can of food stuff was good for an admission to the theatre, all the food.being turned over 


stories, samples of which are shown below. The gag was that 


to the poor for Thanksgiving. 


The two eight column streamers were run over a full double truck grocery ad. The two ads at each side of the lay-out were run free by the newspaper, 
the Deseret N ews, which tied in with the stunt. The paper also ran a “box,” like the three shown at the bottom of the layout, on EVERY page several weeks 
before the matinee, in addition to the news stories and pictures shown. 
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Publix Theatres Corporation, Paramount Building, New York, Week of January 10th, 1930 


YOU HAVE THE 
MERCHANDISE 
SELL AT! 


There is a wealth of information, advice and help available to the manager of every Publix theatre. If proper 
advantage is not taken of this opportunity, it is the fault of the theatre manager. His program should be completely 
plotted a month in advance, then carefully checked up to see whether it cont 


“Leave no stone unturned to help Publix maintain 
the high standing it holds in the world of theatres.” 


Publix S Opinion 
Published by and for the Press Representatives and Managers of 


PUBLIX THEATRES CORPORATION 
SAM KATZ, President 


A. M. Botsrorn, Dr. Advertising 
Contente Strictly Confidential 


HOOVER WISDOM — 


An incident that points a good example to everyone in Publix 
was related by Mr. Katz a few days ago at a meeting of his execu- 
tive cabinet. 

Mr. Katz was among the business leaders who recently had the 
privilege of discussing the 1930 national prosperity program with 
President Hoover. 

In addressing members of his home office executive cabinet, Mr. 
Katz passed on to them an attitude which he said Mr. Hoover had 
displayed during the course of the interview. 

Mr. Hoover, at the time, expressed the belief that it was his 
duty to solicit and encourage advice from industrial leaders because 
every citizen would benefit by it. His attitude was that advice 
from a great many expert sources, rather than reliance upon the 
ability of a single individual, no matter how highly placed in 
authority, would afford the greatest possible assurance of national 
prosperity. | 

“This attitude from our great public administrator and execu- 
tive,” declared Mr. Katz, “should be most illuminating to each of us 
in the conduct of our individual affairs. The rapidity with which 
conditions and influences change in modern life, makes constant 
and reliable information imperative, as well as faultless application 
of that information. yo 

“Security of everyone’s interests is obtained best from the 
counsel of collective thought. There is no individual in Publix, 
no matter what his position, who can afford to rely solely upon his 
own judgment, as long as community thinking and information are 
so easily obtainable.” 


TITLE - DAFFY 


In any organization, you've noticed individuals who sudden- 
ly seem to go hay-wire, when, after considerable hard and in- 
telligent work, plus humanness, they have achieved a promotion 
and a title. The name of their ailment, we think, ought to be 
“Title-daffy’—and the cure, we also think, ought to be a lusty 
wallop with a ball-bat, laid across the rear-perspective of the 
sufferer. If the cure- is not instant, then an operation for 
removal of the troublesome title, should be the next considera- 
tion. 

A title, like a medal, is a symbol of accomplishment and in 
basic theory is bestowed only as a beacon for the inspiration 
and guidance of others who wish to make progress. All hope 
of winning and holding intelligent support, or of passing along 
valuable instruction or experience, is sacrificed when the in- 
dividual designated for that responsibility suddenly goes “title- 


any. a : 
Take the army, for instance. In the non-commissioned 
branches, usually when a corporal gets his “stripe” as reward 
of merit, he instantly ceases to be meritorious. After he’s been 
“poison” to his squad for a week or two, he either loses his 
stripe, or succeeds in getting “hep” to himself. In the com- 

- missioned rank, a second-lieutenant is generally hard-bitten by 
the title-bug. The quicker he can restore his humility in the 
sight of the Lord and also those above and below him, with whom 
he must work, the longer he'll hold his title. This goes, of 
course, in show business too. Martinets are justly unpopular, 


anywhere. 


ARE YOU GUILTY ?? 


Typewrite your name at the bottom of memos and letters 
and then sign it LEGIBLY. Your handwriting is not known 
to most people who get letters from you—and even if it were 
maybe they don’t want to waste an hour investigating to see 

--who wrote it. 


Beny. H. Serxowicn, Editor 
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SOUND 
TIPS 


From Publix Department of 
Sound and Projection. 


HARRY RUBIN, Director: 


Sound Bulletin No. 41 
CLEANING THE FADER 

Carbon tetrachloride is the best 
agent for cleaning the fader. It 
is available under that name or as 
Carbona in any drugstore, and in 
many groceries and five and tens. 
It is used in some types of chemi- 
eal fire extinguishers, and may al- 
ready be in your projection room 
in that form. 

Clean the contacts of your fader 
with a cloth moistened in carbon 
tet. Do not use cotton waste. Be 
VERY careful not to bend the 
contact fingers out of shape. The 


ains maximum drawing power. 
—SAM KATZ, President, Publix Theatres Corp. 


FILE THIS! IT WILL HELP PLAN PROGRAMS 


Watch Publix Opinion for this service in every issue! Watch the 
; trade papers for it, too! 


LENGTH OF FEATURES 


Record. 


No, Subject 


Peacock Alley—7 reels (AT).. 
Their Own Desire—7 reels (AT) 
ure of the Field—7 reels 


Lummox—+9 reels (AT) 
(AT)—All Talking 


Foot- Runn’g 
age Time 
5800 65 min. 
5858 65 min. 


5800 
7400 


Make 
Tiffany 
M.G.M. 


ist Natl. 
United Art. 


65 min, 
82 min. 


LENGTH OF TALKING SHORTS 
PARAMOUNT 


Battle of Paris (Trailer) 


Eddie Cantor—“Getting a Ticket” 


A 1,000,000 Me’s 


Behind the Makeup (Trailer) 


The Mighty (Trailer) 
News No. 45 


White Lies 


Lincoln Gettysburg Address 
Paula Treuman—‘“Glimpse of Stars’... 
Lou Down—‘‘Birds Eye View of Harlem’’.. 


Molly Picon 


Herschel Heulere—‘Madcap Musician” 


All Square 
Maid’s Night Out 


best way to avoid this is not to] 


try to clean the fingers directly. 
Clean the contacts, rotate the 
fingers over them a_ half-dozen 
times, and then re-clean the con- 
tacts. That will usually be all 
that is necessary. In extreme 
cases rotate the fingers over ONE 
thickness of the wet cloth, watch- 
ing that it does not bunch up un- 
der them. Bent fingers cause 
more and worse fader trouble than 
dirt. 

The red eraser con the back of a 


|pencil can also be used to clean 


the contacts. Generally speaking, 
carbon tet is better because the 
eraser quickly becomes too dirty 
for further use. 

After cleaning, microscopically 
fine layer of vaseline should be 
placed over the contacts for lu- 
brication, to prevent their scratch- 
ing. But too much vaseline—and 
very little is too much,—will tend 
to act as insulation, and further- 
‘more will catch all sorts of dust 
and dirt. The rule for applying 
vaseline is to apply the least 
amount possible. Rub a tiny 
scrap into the palm of one hand— 
just enough to make the hand 
feel greasy, no more. Not enough 
to be seen. Then rub the ball of 


lit 


li 


SONA 


NEW YORK f 
PROGRAM 
PLOTS © 


Week Beginning Jan. 10th 
New York and Brooklyn Paramounts 
1. Prelude : cass 
2. Paramount Sound News and 

Sound Trailer on ‘Behind 
the Makeup’’ (10 
8. Organ Concert 
. Publix Unit 
. “Glorifying the American 
Girl’ — Paramount Talking 
Picture 
. Trailers 


145 minutes 
Rialto-New York 

. Paramount Sound News.... (10) 

. “On the High C’s’’—Para- 
mount Talking Comedy 

. “Springtime’’—Disney Sound 
(OFT MNololakunret rec renee Lat es 

. “The Virginian’ — Para- 
mount Talking Picture — 
Fourth Week 

. Trailers 


| 
NUTT UT UU 


‘120 minutes 
Rivoli-New York 
. Paramount Sound News..... (10) 
. “The Moonbeam’s Bride”’— 
Paramount Sound Short.... (10) 
. “The Fatal Forceps’’—Para- 
mount-Christie Comedy..... (20) 
. “The Mighty’? — Paramount ~ 
Talking Picture—Third Week (76) 
. Trailers (2) 
118 minutes 
Criterion-New York 
. “Love Parade Overture’’— (5) 
. “The Love Parade’— : : 
Paramount Talking Picture 
—Eighth W 
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Fill 


Enchanted Forest 


INDEPENDENT 


Length of Non-Synchronous Shorts 
PARAMOUNT 


News No. 45 


your finger against that palm, and 
apply that finger to the fader. 
The idea is to have just enough 
'vyaseline on the contacts so they 
will feel slick to a perfectly clean 
finger—NO MORE. Non-oxide 


grease should not be used as a 
substitute for vaseline in this 
case. 

The same method of cleaning 
applies also to gain controls and 
rheostats. 
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Page Col. 
MERCHANDISING 


December Drive 


Send in Scrapbooks 

Chicago Christmas Basket 
Fund Tie-up 2 

Pawtucket Vegetable Mat- 
inee 

Chicago Toy Stunt 


Special Pictures 
The Vagabond King 


Roadhouse Nights by Rus- 
sell Holman 

Condemned by Bruce Gal- 
lup i Sea Roi sSiariens 

Reviews of ‘‘Shorts” by 
Louis Notarius ‘ 

-. Laughing Lady 

Sweetie 
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The Love Parade 
Taming of the Shrew 


Special Stunts : 


Snowballing Party........,. 2. 
Coolidge Given Life Pass.. 3 


First Publix ‘‘Radio-vue’”’ 
Hour 3 


Shock Selling Campaign 
Rocks Chicago 4 


Chamber of : 


Blue Monday Stunt 6. 

Selling Shows in Answer- 
ing Telephone He 

Midnight Whoopee Show... 7 


Manual Urges “Live Lob- 
by” Stunts | 8 


Publix Avenue in Portland 9 
Bad Weather Jinx Jolted.. 9 
Feature on Architecture... 10 
Florida Eight Page Section 10 
Tennessee Lobby Flash. . 2 tet 
Utah Canned Food Matinee 11 


MUSIC 
Weekly Radio Program.... 3 


INDEX 
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Radio Column Tie-up Tip.. 4 3 


Music Booth Beauty At- 
tracts j 5 3 
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PROJECTION ROOM ADVICE 


Sound Tips 22.5.0 .002<. 12 


GENERAL INFORMATION 


Bound Volumes Available. aie cal 


Do Not Mention Song From 
The Vagabond King 


Holman Explains Missing 
Trailer Scenes 


Photo-Economy Suggestion. 

Meet the Boys 

Dr. Emanuel Stern’s 
graphy 

Pastor Says Films Check 
Crime 


Forecast for February 


Paramount Has Majority of 
Coin Stars 


4-5 


Bio- - 


Boston Has Byrd Exhibit. . 

Every Theatre Must Have 
Library 

Vending Machines for Lob- 


. 


1es 


New York Program Plots. 
Length of Features 


GENERAL NEWS 


Mr. Katz Demands High 
Pressure DeLuxe Show- 
manship 

Records Crash in Last 
Week of Old Year : 1 

Mr. Lasky Sounds Keynote 
of. 1980 Production Pro- 
gram 

Adolph Zukor 
Birthday 

Coming Year’s. Outlook in 
Film Industry Prophesied 

Ed Olmstead Joins Art 
Guild 

Paramount Studios Plan 
Big Expansion Program. 

Some Novel Holiday Cards. 8 


Celebrates 
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